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THE WEEKLY MAGAZIH^ff[4a|0/TV AD 
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NBC GENERAL LIBRARY 
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me news 



ts naw! 



Tfere's always an exciting immediacy aboui news coverage ai KTLA! On-the-spot mobility 
nevfr beforfi achieved in television means the News happens "live" right on KTLA I Marvels of 
the ©lectrsnic age rpake possible ground-to-air- to-transmitter coverage, while in motion , from 
sefminglY impossible location's. The only way to improve on 
r¥ nevsrs coverage like this Would be to shoot tomorrow's 
i0»s lonighl! Schejluies news v^eek nights 6^30 and 11. 



KTLA 



I 



Vf'e mvite \our invpff ga! pn Rrpresen'ed na: ona 1^ h\ PETERS GP FF V WOODiA.ARD \C 



For any CarolinaS kick-off, ijour sales drive should start fi 'om Char- 
lotte. Center of thickly urbanized 75 -mile radius market with target 
population in the Southeast. For a better return on ijou)' spot buying, Id 
WSOC-TV carry the ball for you. Nearly 3 million viewers are served by 
this great area station. Ask us to tell you more about this market and tM 

support. e.m,i.e you. CharlOttC^S WSOC-TV 



NBC and ABC. Represented by H R. WSOC-TV is associated with WSB and WSB-TV, Atlanta; WHIO and WHIO-TV. Dayton; WIQD. Mlartii, 
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Jwmping the gun: Senator John 0. Pastore. 
jt'lrairuuiM of the Senate Communications suh- 
('(unmittee. annonneed I^'riday that he has in- 
vitexl KAW I're>i<ient l.eKoy Collins. NAM 
Code IJoard meinhers, and network heads, to 
coinc to his Washington ofllce for a talk about 
broadcast roinmercials. and to report results 
of an industry get-together slated for Decem- 
ber in .New York. In reporting the latter meet- 
ing, Pastore was somewhat premature, since 
it Iradn't been aimounced [ireviously and no 
date i# set for it, Plans for the iiidustiy session 
await return of ColHits from regional confer- 
ences. NAB reports. The Pastore invitation 
grew out of an exchange of letters between 
Collins and the Senator, when Pastore wanted 
to know what tiie NAB Code was doing about 
the "heavy criticism" levelled at broadcast 
advertising in recent montlis. Pastore said 
there had been urgings for government inter- 
vention on the "over-conuiierciolization." the 
frequency, and loudness of announcements, 
and the clutter at station breaks. Pastore's in- 
vitation to networks should bead ofT previous 
network holilouts on NAB invitations, based on 
the possibility that Justice Department might 
question such a gathering, Collins' answer to 
the 21 October Pastore (juery had oflered a 
personal report to the Senator on the broad- 
caster-advertiser meeting in December. lie 
said the meeting will try to find remedies in 
qualitative and intcrruptive aspects of tv adver- 
tising, as well as the traditional time limits. 
The NAB president hoped networks would at- 
tend the broadcast-advertiser meeting, if they 
could shake qualms about anti-trust implica- 
tions, he told Pastore. 

U.S. Steel return: Negotiations are under way 
hetween U. S. Steel and NBC T\' to >^pon->or 
opening night, Wednesday, 22 April of the 
New' York World's Fair. A twodioiir spectacu- 
lar nmning from 9 to lip. m. is being con- 



vjdcred by Steel, and the show woidd mark the 
first major ii>e of television by the conqjauy 
since its long-run / . S. Strel lluur on CBS T\' 
wa> dropped last June. lt'> nndrr>-tood there 
would be no charge for opening night rights, 
bv the Fair, for which a Acv\) price had 
originally been sought. Since progre-s is im- 
portant part of fair theme, >\\u\s- \- reported to 
provide a >trong tie-in with Steel. 

G.E. too? Return of General Electric institu- 
tional advertising to network tv a ho app<'ars 
a possibility for next season. BBDO is under- 
stood to be looking over a rnimber of po-si- 
bilities for the client's consideratioji. Both 
G. E. and U. S. Steel are reported to still be 
"high" on the medium. G. E. institutional ad- 
vertising has been off netvvork this season fol- 
lowing demise of True. 

Modern marketing means flexibility: 

"Agency men speak well of the effort s to pro- 
vide more selectivity in coverage of markets 
— tire ability to reach traffic patterns of age 
groups, or appeal to ethnic groups," 4A pre^i- 
dent John Crichton said today in an address 
prepared for the Outdoor Adverti?ing Associ- 
ation. "They like anything that leads to flex- 
ibility, to let outdoor compete with spot radio, 
spot tv, newspapers, and regional editions of 
magazines. All marketing tends today to move 
toward rcgionalization. The more flexible out- 
door can be, the more useful it is to today's 
marketing man." 

CBS schedules Tarzan: CBS TV has .signed 
a contract to film a series of 60-minnte Tarzan 
shows, scheduled for 7:30 week-night viewing. 
Produced bv Sv Weintraub. owner of all mo- 
tion picture and tv rights to the famous he-man 
of the jungle, the films vsill be partially -hot 
in .Africa. 
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Fuel for frozen foods fire: Aggressive ad push 
of new frozen food line by Birds Eye is 
planned. It centers on introduction in northern 
Florida and New England of a line of seven 
vegetables quick-frozen in seasoned buttei' 
sauce, under the Vacuum Sealed label; and 
the test-market intro of Awake — a frozen con- 
centrate for imitation orange juice in a nine- 
ounce can — in Omaha and Des Moines. Awake 
won't replace Birds Eye Frozen Orange Juice 
Concentrate, which will still be promoted heav- 
ily. But company is discontinuing production 
of conventional quick-frozen dinners and meat 
pies to concentrate on these and other new 
products. 

Network battles: Ratings appeared last week 
to be settling into a pattern. New Nielsen 30- 
market figures showed CBS in front, ABC and 
NBC running close. At the same time, Nielsen 
Nationals for II October report, gave ABC an 
average 15.8 rating for all commercial prime 
time programs, CBS a 19.2, and NBC an 18.0. 
30-market figures for the past four weeks are 
as follows: 



Week Ending ABC 



CBS 



NBC 



20 Oct. 

27 Oct. 

3 Nov. 

10 Nov. 



29.3 
26.6 
28.4 
27.9 



29.2 
30.7 
32.2 

32.3 



29.4 
30,6 
27.9 
28.1 



Travel promotion: American Petroleum Insti- 
tute is attempting to organize a S2-million ad- 
vertising campaign to promote automotive 
travel. API is seeking suj)port of allied indus- 
tries for idea which has been suggested a num- 
ber of times in the past by different persons 
and groups. Though its industry is heavy in 
television, API itself has traditionally stvick to 
print. 



Recorded commercials survey: NAB and 

R AB will get together on a survey of how radio 
stations are handling recorded commercials. 
Survey will ask radio stations about their prae- 
tices and preferences in the technical handling 
of recorded commercials. The decision to make 
the study came out of informal meeting in New- 
York, among representatives of two associa- 
tions, 4A, individual broadcasters, ad agency 
execs and representatives of recording studios 
and equipment manufacturers. Unofficially^ 
there has been growing discontent among some 
advertisers with the way their recorded com- 
mercials sound on the air "via retape or other 
techniques used on radio statiotis. David Dole, 
chairman of the Technical Development Sub- 
committee of the AAAA's TV and Radio Ad- 
ministration Committee, served as chairman at 
the informal meeting. 

FCG denies drop-ins: In a late meeting last 
Friday, the FCC decided against vhf drop-ins 
in seven markets under consideration, thereby 
delivering a blo^v to ABC net'w^ork hopes for a 
third outlet in these two-station cities.; The de- 
cision brought joy to ultra -highs, who seeshoH- 
space vhf drop-ins as a threat to uhf develop- 
ment and to MaximXim Servioe Telecasters 
(MST), who fought drop-ins as degrading tjjje 
existing vhf service. Commissioners Hyde, 
Ford and Cox dissented from tlie denial de- 
cision. Majority vote included Hertry, Bartleyv 
Loevinger and Lee, 

Biscuit company buys radio: New England 
spot radio is being^ boosted by a saturation 
campaign for Educator Biscuit of LoAfell, 
Mass, Featured is a new line of Snaektin%e 
Crax, particularly Beer Chasers recently in- 
troduced to the market. Radio vvill he sup- 
plenrented by heavy tv spot, nev^'spapers, and 
regional editions of national magazines, Joirn 
C. Dowel is the ageney in charge off the Ed- 
ucation account. 



Second class postage paid at N.Y.C, 




HELD OVER / 5Q0th week 

ONE PERFORMANCE DAILY 

6 to 10 am 

REGULAR PRICES 



WHEN YOU TALK ABOUT THE BIG ONES ... YOU'VE 
TO INCLUDE THE THRILLING SAGA OF... 





SmuUSIi&Kmer^ , . . Big Heart ! 

Gnu T& Clary Safci! / The^y laughed 
umil tit showed ihem what 
145 pounck could do! 



BiffHt Sftwul Act ion f 

Foster than the speed of lightning! 

Saturdar's Mem! 



A tegrnd In /fe Own Time . . . 

A 'Cify Sahites O'Reilly of WPEN 

From The playing Field . . . 
To The Broadcasting Booth! 

Pulse Pounding Drama! 

l^egeiulary AtpianMrine Fetsu! 





ROMANCE - LAUGHS - MUSIC 



lOJJ IRAT THEY'RE 
SAYING ABOUT 
"O'lITLLY OF WPEN" 



"A Radio Colossus'" A/rv O'Reillv 

"One of the ^'car'^ Uest * . I'rwin Romicr, Genera! Sule\ ^!unin;er 

"Mature Adult l-ntertamnicnt" I he Ki<h 

"What a W a\ With a Coninicrcial". . . It /'/ \ .■iJ\ er(iser\ 

"Smash Pci^ona! Appearances" . Rodirs, kiwiints ( hamher t j i onunene, H o'uen (lib ii 



'B'RIILLY OF WPEN" starring Jack O'Reilly • Directed by Jack O'Rei ly • Produced by Jack 
• Written by Jack O'Reilly • In Ultra R^dio 95 • 
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New, exciting lipstick colors: 
That's what the audio savsl 
But where are they? These lipsticks 
look like all the others. 

WHAT IS THE DHTEREXCE? 





o r 



;« M S I S f M; 




II 

What can multiply the effectiveness 
f this trademark— acW to its memory- 
impact, its point-of-purchase I'ecall, 
lo it instantly. You don't see it here. 
WHAT IS IT? 



A phone's a phone. 
That's the problem. How to make 

phones look diircrent— 
stir the interest of the subscribcM-. 

WHAT WILL DO IT? 



What one thing 
did the advertisers 
do to (live the 

3 TV commercials 
shown here 
positive sa I es appeal? 



TURN THE PAGE AND SEE 




WE'VE GOT 
AWAY 
WITH 
WOMEN 



Again, the first Fall rating books 
show that Southeastern Michigan 
gals pick WJBK-TV as one of 
their steady dates. For instance. 
Nielsen (Sept. 2-29, 1963)* indi- 
cates that 47'o of the girls in 
4-station Detroit are tuned to 
TV2 between noon and 5 p.m. 
It's quite an affair, this thing 
between WJBK-TV and the big- 
spending Detroit homemakers' 
Make the most of it! Contact 
your STS man for further details 
and fine availabilities. 



* hstimitcd Jind limiteJ 
is show n in report 




WJBK-TV 
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TElE¥lSlON m 

CBS i^fflLlATES FO* NOifOlK^M£WPQRT NEV^ 





will siffllone pliMt tell thi jilKiS«r«| 
Mirliet if alrgaily tttfirtnff Iire^rl^t 
wthave the grei#Mjfro;nsttitEtf&i.;tf p 
Ifi the fenlire feMftpft . . .„ thi fTO%| 
tuitriai plant in the en^tfre Sttutt . * 
gteatest natural hartftr in 1b «bW 
tiji totltet ipt. ifl: %i IWjth fff ij 
hMileiis dollaf: Tii&wftBK, Vf . TttI 
a tejiif"W|-tt «p:iH it, s-fti: 8. 



FACTS PROVE 

Comusimyi 



4fNUZ 

1 IS HOUSTON^S ! 




"PUBLISHER'S 
REPORT 



I till* III, III s N l< \v (l| 

Mi;iiiiit .lilt li.ippi iiiiit:;t III 
Inn II li in| ,11 K I rti<>iiiu 



Dr. Roalow says a mouthful 

t I KH U.I. tlic |)tit>luil* iImI li.nc liccii l.ikfu .il tin- rjliiijj «-fi\i»t - llii- \imi. 
I'lii {iLkI iif till- ii|i|>iii liniit\ to ^liiiw (lie iitlirr ^itlc of tin- ruin, 
jiiii Sillier, fii'iu'i jil inaiia'ici of \\ J \\ |{jiliii. ( i-l.iiiil. ,iii<l .1 ft llmx ulm 
('njiiniiK'-" I c^-ciM <li uilli ;i tiiic-lxiitli chihI). rfiiiiii(l>. nic lli.il l)r. >\<lm'\ Hu-Ihu 
luaJf Miiiu' iiols-n nrlln rmiaik-, .ilnml iJliiif;- al lii* irrciil l'iil«-r i-r^ar\ 
LiiiM'lirKii. 

I j-;tN llial Jill! "rfiiiiiiik luc" licraii-c I IkhI lifcn iiii|iH'>~«'(l uilli llic-f ».iiiit' 
(•i>iniiu'iil* wlirii till') wrrc <lfli\ n cd and fjilh inlcnili-d In dev hIi- a culimui In 
tlu'ni. lUil l<> lluit deadline lime lulii(li i- ali<ait uln-n I -il duun In fulfill ni\ 
:VVs'f'kK ciiinniilint'nl I ^oinclliinf; ncwri had <'r<<\Ml»'d il lUil. 
S<) thank.-. Jim. 

\\ hat Dr. I{()«ll«^^ -aid ua?< that il i- a "di-credil" to the men and im>iii('ii \%\\i> 
\n\\ l\ find radio to -a\ that tliev ha\ c an "idolatrous tlf \ otion ' to raliiij;- 
l« tirf «'\« hi-jon of other facloi-. Ih- li-tcd ronininn -en-e. inlanjzilih- \ aluo. 
hu\ Fr->cll('r relalitin-. »'!Tf»-ti\ e -ellinj:. -l4!li«)n reach, -lalioii iinape, adjareni 
programing, audiem e reee|ili\ il\ . -la IT know diow . elTeeli\ e .-elliii<;. t reali\ e 
hii\ hij! a« -lime of the factor- nui-itlered in addition to aiidienee e-liniale-. lie 
-,ti«;jj»'-led that hii-iiie-- i- -hiirlehanj;inj; it-elf |i\ not l.ikinf; full aihantaue of 
fjit' fulh r. ileeper lueaninfi of <|ualitati\ e audience re-eaii h. 

I heard Dr. Ho-low talk ihi- \\a\ 10 \ear- apo. \'\ e li-tened a- he and other 
ihtiughtful re-it'arehers warned -laliori men to he careful not to nii-u-e their 
re-eareh. Hut even a- tlie\ -puke, the -pell of the ma<;ie rating, and the prop 
thai it lia- piovided in e\ahialiiijz prujiraniinj:. ua- fallinj; omt a \^liole 
ijiU.lu*lr\ . 

It i> my opinion that ino-t cim-cientiou- rat in*: re-ean her- look for>\ anl In 
industry methodoiojiv and -taiidard-. Uatinj:- uill -till he important hut a- 
Pr. |{»i-lou indicate-, the day of ratini; wor-hip ha- pa--ed. Thi- i- a hard 
fiirl l<> -wallow for many wlm would -till preh-r to li\ e e\< lu-i\el\ h\ the 

raiting. 

In recent week- I lune heard talk- hv ajjeiicv expert- like Tom McDermoll 
of Ayer. Dr. ."^cMnour Hank- of Humett. Mike Donovan of HHDO. all ex- 
pressing prelh much one thmighl: The trend in -pot hu\ in<z. the\ -a\. i- 
linketl to the advent of the computer age. ItV -till hrand new . hut it'- ohviou- 
ihat computer media e\ ahialion will lake in main more factor- than hefore 
■*ir>.i)re deniographi*-. -nine ha-ed on human ecpiation- which will he fed inln the 
^Ditiputer numerically. 

\^ hat it hoils down to i- that vou <h)n't need a <-om|iiiter if von're izoiii": to 
judge only hv a rating. 

But you do need a computer if \ ini re goins: to give weight t<< the factor- 
Vuriitioiied l)v Dr. I{(i>hiw a* well a- to others he didn't nientio 



on. 



^ And it won't he long hefore iiio-t of the t<i[» .50 a?:eiicie- who do •>tl', or 
'nore of national huying will he rel\ in- hea\ ih on the an-wer- tli.it come o 
I if a eoin[)iiter. 



lit 





Here are the latest (acts and (igures on 
cost per thousand — 

TOTAL ADULT 

MEN 
IN AFTERNOON 
TRAFFIC TIME 

delivered by Houston radio stations. K NUZ 
again is conclusively Houston's NO. 1 BUY! 

MON.-FRt. — 4.7 P.M. 

STATION COST PER THOUSAND 

K-NUZ $ 6.90 

Ind. "A" . . S 8.24 

Ncf. "A" ... $ 7.2s 

Ind. "B" S13.08 

Ind. "C" SIO.OO 



SOURCE 

First Houtlon LQR-lOO M» iio Aico 

Puiss, Oc« , 1962 Bated on uheduls 
eS 12 enc-minule onna«ncem«nH p«r 
wesk (01 U wftki, ffom leUt pub 
lithcd in S R 0 S Feb . 196} 

SEE KATZ FOR COMPLETE ANALYSIS 
OF ALL TIME PERIODS' 




i 



SPQNfOR IS .Mu \ Mill K 1%3 



President and Publisher 
Norman R. Glenn 

Executive Vice President 
Bernard Piatt 

Secretary-Treasurer 
Elaine Couper Glenn 



EDITORIAL 

Editor 

Robert M. Grebe 

Executive Editor 
Charles Sinclair 

Senior Editor 
H. William Falk 

Art Editor 
John Brand 

Associate Editors 
Jane Pollak 
Barbara Love 
Audrey Heaney 
Niki Kalish 
Jacqueline Eagle 
Diane Halbert 

Copy Editor 
Tom Fitzsimmons 

Assistant Editor 
Susan Shapiro 

Washington News Bureau 
Mildred Hail 

Contributing Editors 
Or. John R. Thayer 
James A. Weber (Chicago) 



ADVERTISING 

Southern Manager 
Herbert M. Martin Jr. 

Midwest Manager 
Paul Blair 

Western Manager 
John E. Pearson 

Mideast Manager 
John C. Smith 

Northeast Manager 
Gardner A. Pbinnsy 

Production Manager 
Mary Lou Ponsell 

Sales Secretary 
Mrs. Lydia D. Cockerille 



CIRCULATION 

Manager 
Jack Rayman 

John J. Kelly 
Mrs. Lydia Martinez 
Gloria Streppone 
Mrs. Lillian Berkof 



ADMINISTRATIVE 

Assistant to the Pubhsher 
Charles L. Nash 

Accounting 
Mrs. Syd Guttman 
Mrs. Rose Alexander 

General Services 
George Becker 
Madeline Camarda 
Michael Crocco 
Joy Ann Kittas 



555 FIFTH 



Letters to the Editor 



GOOD MUSIC POWERFUL TOOL 

Congratulations on your excel- 
lent story, "Folk or Faust, it's all a 
new sales aria" in the 21 October 
issue. Your article does not come 
as a surprise but merely confirrtxs 
my belief that good ntusic can be a 
very powerful selling tool for an 
advertiser. 

Having seen the results achieN'cd 
by sponsors on our station, I can 
attest to the pulling power of a 
good music operation. 

I would appreciate receiving any 
extra reprints of the above story. 

Jim Barker 
local sales manager 
WGMS, Washington, D.C. 

Heartiest congratulations on your 
special report, "Folk or Faust, it's 
all a new sales aria." You've done a 
real service to the broadcast in- 
dustry in this presentation. 

Would it be possible to obtain 50 
reprints and bill us? 

Del Leeson 
KPAM-KPFM 
Portland, Oreg(Mi 

I want to compliment you on the 
fine article in sponsor, 21 October, 
on Good Music stations. 

The comprehensive wa\' in wliieh 
you took a huge, many sided sub- 
ject and organized it so competent- 
ly, and intelligently, shows excel- 
lent writing and reporting ability. 

Theodore Jones 
president, \N'CRB, Boston 

K&E DATA L\ EHHOH 

In your issue ()f 2S October 1963, 
you carried an article which includ- 
ed a compilation by Kenyon & Eek- 
hardt of television stations that 
were subscribers and n(in -subscrib- 
ers to the NAB Code. 

In the K&F table Himtington- 
Charlcston is shown as having two 
subscribers, whose slrare of audi^ 
(Mice is 33%. (Audience data, ac- 



cordiug to K&E, is from the Febini- 
ary-XIarch 1963 ARB,) 

WSAZ-TV, Huntington-Charles- 
ton, represented by The Katz Agen- 
cy, has called to Kenyon & tkk- 
hardt's attention tire fact that thwf 
are the only Code subscriber in tbs 
market and that their share of ayv 
dience, based on the above sourcii, 
is 47%. 

K&E admits tliat tlie data far 
Huntington-Charleston is in err^rj 
and we would ¥ke to call this to 
>'0ur attention, 

Kenneth A. Mills 
assoc. dk. of research 
and promoli&fl 
Tire Katz Agency 
New Y«5r.l 

FORT WAYNE STORY 

I've just read your account gj 
"A Day with WAN'E" in the 4 
No\'eml)er issue of spoxsob. It wm 
xery interesting antl we certainly 
appreciate the fine job you dM ia 
describing the partreulaTS of tllis 
promotion. 

Again, many, many thanks f 
the excelleut manner in vyhicti fWQ 
described Our efforts, 

Reid G. Chapm«, 
vice president and general mgr. 
\\^ANE-T\'-Radi;o, Indiiia i 

WGX EXPEBIMENTAL OPERATI30* 

Please know how much each Sr 
us at WGN Radio appreciates yoiir 
outstandiug piece on our lecani 
application for experimental opcrii.- 
tion at T50 kilowatts. 

In carrying as much of my staffs 
rnent, as was the case with lUi 
fine picec, you ga^'e us an e;pf»r- 
tunitj* to remove some of the "mfS- 
tery" about higher power. 

The only reason diat out coiunl^' 
lags behind others in bringing the 
public adequate radio power m Ik 
.sea of misinformation about 
Your piece puts the faets in foars. 

WflTdL,.l&a«l 
executive v.p. and geimralliJ^ 
WGN,,ChifiSp: 
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■ Baehe adds Boston: Bache & Co. has added a 
sixth fnarket to its radio schedule of five-minutq 
financial news features. Today's Busitiess is riOw 
being aired weekdays on WNAC in Boston, in 
addition to schedules on the air in Chicago, 
Cleveland, Washington, Philadelphia, and New 
York. Agency is Albert Frank-Guenther Law, 
Inc. (New York). 

■ Restaurant chain testing: Cleveland-based 
Colonnade Co., Sl-year-old chain of self-service 
restaurants, has launched a new sales promotion 
campaign on a concentrated test basis in Cleve- 
land — ^a "first" for this firm. Campaign includes 
radio, as well as transportation advertising, 
point-of-sale, and pr activities. Colonnade has 
multiple facilities in Cleveland, Cincinnati, De- 
troit, Louisville (Ky.), Newark and Batontown 
(NJ.), Pittsburgh, and Philadelphia. Agency is; 
W. N. Gates (Cleveland). 

■ Circus Foods utilizing radio: Circus Foods 
Division of United States Tobacco Co. launched 
a campaign to promote its Circus nuts, peanut 
butter, and candy bars late in September in 13 
states (11 western and southwestern states, plus 
Alaska and Hawaii) to run until the end of De- 
cember, Although the budget is undisclosed, a 
company spokesman revealed that "a large per- 
centage^ — well over half — is in radio." News- 
papers and point-of-purchase are also included. 



MARION JONES, HCW* 




• HONORARY CONSTRUCTION WORKER: by vir- 
tue of the fact that she reached the top of WITS -TV's 
(Washington, N.C.) 1523/ tower dnring a recent tour 
of the market, Lennen i- Newell (New York) tinie- 
buijcf Marion Jones was awarded (i construction work- 
er's hrit })tj station vice president It. R. Patterson 



"OflF-beat" minute spots are being run oji 43 
radio stations in saturation skeds; some statton^s 
are scheduling as many as 247 spots per week. 
Circus Foods lias used radio previeuslya but 
never in such a conGentrated effort. Charles C. 
Winston, company v.p. in charge of specialty 
foods divisions, reports, regarding the eaiti- 
paign, "While it is too early to tabnlate preeise 
results, there iS evidence we are advancing." 
Chances aire strong that if this campaign ultipj- 
ately proves successful, moje markets will be 
added to the radio list, according to the com- 
pany. Agency is Donahue & Coe (New York). 

■ Lily Lake Cheese campai^ in planning 
stage: Lily Lake Clieese, now using radio in 
New York (WOR) to push its Liberty labeled, 
imported cheeses, is considering using radio and 
tv later in the fall in such markets as Boston, 
Detroit, Philadelphia,. Chieago, and Los An- 
geles. If considered plans become a reality, the 
company will place radio spots in daytime news 
shows, tv spots in daytime, late eveninig, and 
possibly prim& tirtie. Although firm is usiag 
newspapers heavily in the New York marketj 
projected newspaper usage in the nevv markets 
will not be as heavy. The Liberty cheeses being 
promoted are unique in that they are imported 
cheeses sold sliced, interlaced with paper, and 
sealed in vacuum packages, rather than in bulk. 
Lily Lake has priced the Liberty cheeses to be 
cDmpetitive with domestic cheeses, thus intro- 
ducing imported chees^e to superrPiarket dairy 
cases as a mass volume item. Agency is Ben R,, 
Bliss Go. (New York), 

■ Chemway eonsideiring: Cheniway Corpora- 
tion very seriously considering the use of spot 
tv for their cosmetic line (Lady Astor). Agency 
is North Adv. (New York)* BuyCr on the aecount 
is George Tibbetts= 

TV BUYING ACTIVITY 

► Gillette now buying for a Sl-wedk drive to 
push Gillette blades. Campaign will start 1 Jin- 
uaiy 1964 in the top 20 markets. Buyer Ma*y 
Ann Kaiser interested in fringe iftinutes. Agency 
is Maxon ( New York) . 

y Warner-Lfftnibert's fir&mo Selfeer dri\'e of 
fringe minutes now being readied tor entry into 
34 markets across the country. Start date for the 
13-wcek campaign is 3D Deeember. Jerry Arcaro 
is the buyer at BBDO (New York). 




ell him a new car? On a cold day in July! 



He may get a jalopy, but if you want to land your 
new 1964 model in the family driveway, you'll have 
to talk to pop. And the place to do that in Indian- 
apolis is WFBM. For we cater to adult tastes and 
interests. Our music, for instance, leans heavily to 



the great show tunes and the popular classics &£ 
today and yesterday. 

It's pretty plain what we're driving at. V\-e'rt 
out to swing your ad dollars our way . . 
Indianapolis sales dollars your way! 



Put your advertising where the money is! 

WFBM RADIO 

REPRESENTED NATIONALLY BY THE KATZ AGENCY • 50.00 WATT& 
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A tv researcher who enjoys cosmopolitan Mexico City could really have it made there. 

Here's tlie situatiorT in brief: 

Tv ill Mexico i>^ a boomiiig ad ineilinni \\ liicli (Iraws large audieMrcc^ lu t\ - 
('([uipped lioines and iimre than half of all the ad re\eniie in .Mexico. 

There is a rating >er\ ice tiio \ idcinnctro rej)ort> of International KcmmvcIi 
.•\s>;oriates \vlneli |)ro\i(lcs ad^ertiser^. ag(•n<•i(•^ and l)rua(lc-a>ters uilii data 
( per>onal-coincidenlai inetlrotl) . 

Problem: ratings are made only up to 10 ji.m. in Mexico (!it\ . and do not 
rellect shows after that honr. Mo>t of the top I ,S. import lilni slio\s l'rrr\ l/a.so/?, 
1 1th Hour, i nioucfuihlcs. etc. are tele\ i-ed nftiT 10 p.m., with nio-t of the progiam 
fare before 10 p.m. being Mexiean-prodiieed tape and live >liows. 

Thus, available ratings do not rellect a number of ^-how^ generally felt to be 
top favorites. The research firm which solves the problem \^ill almost ccrtainK fiinl 
customers. 



Look for toy expenditures on tv this year to top the previous guesstimate of $30 million. 

An aiithoritati\e e-timate i-< due tomorrow (19) from Toy .Manufacturer? of the 
U.S. in the form of a trade >u rvey expected to boost the tv figure. 

Don't be surprised, a number of months from now, if thi> figure i- downgraded 
by TvB in its annual report on tv billings by category. 

Toymakers have often given rosy estimates of their tv budgets in the past, 
often in order to persuade leading toy retailers and distributor? to feature specific 
toy prothicts during the holiday season. 



ANA is likely to increase its activities on behalf of air advertisers next year. 

At the 1963 Annual Meeting of lA. Harry F. Sebroeter. \.p. connu unieation>. 
National Biscuit Co., and chairman of ANA, cited "our acceptance of re>pon-ibility 
for negotiating talent codes for tv conmiercials" a^ an example of "\ igilanee in 
using ANA resources in the field of co>t>.** and added that the negotiatiftn^ uith 
A FT R A -SAG "will pay dividends." Scliroeter termed the \NA action as supplying 
"balance and moderation to fields that are pretty wide open to cxce--;e-.*" 

More ANA pre-sinc in Washington wa- al-o hinted at. Citing the faet that 
the Hart (" Truth in Packaging" I bill wa- still in Senate eonnnittee and that the 
bill's proponents will be around for n long time. Sebroeter said '"there will be other 
legislative and governmental nui\ e- that ANA nn'ght do well to oppo-e a- it lia- 
opposed the Hart bill." For nuue details of the 196.3 ANA -e—ion. -ee p. 21. 



There may be more of an ad battle in future between "house" and regular national brands. 

This was one of the points touched ou by Crev \d\erti-ing chairnun Arthur C. Fatt 
at last ^veek's annual meeting of the ANA. ( Interesting sidelight : Fa 1 1 al-o was kev- 
noter at the 4\ meeting in New York the \s eek before, telling ad agencMnen <-ome 
of the same things.) Said adman Fatt: 

"The growing povscr of giant retailer- will gi\ e more di-tributnrM-oiUridled 
brands eipial stature with the strong advertised lujiui facturers* bramU. Tlie field of 
battle \s'\\\ be enlarged to include nuire advertising nuMlia which, up to now. were 
preempted largely by manufacturer^." 

In another prediction. Fatt added: 

"We must intensify the dri\e for neu products, e-pecialh tho-e v^hicb uill 
create new markets. .Nevertheless. 'nie-too' product- will come out of the lal>ora- 
tories more often than breathtaking innovations." 
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Interpretation and CQmraentgry 
on most significant tv/radio 
and marketing; news of the weeik 



Procter & Gamble may be planning a new radjo/tv onslaught in the all-purpcse-cieiner markit. 

A few seasons ago, P&G's Mr. Clean helped knock a Colgate entry, Genie, right out 
of the ball park. Later, Colgate bounced back witli Ajax APC liquid and its famed 
"White Tornado" campaign. Now, the Ajax liquid is outselling Mr. Clean, accafd- 
ing to latest industry estimates. 

P&G, however, is grooming its own household anti-missile missile. It's a new, 
liquid, ammoniated, green-colored cleaner P&G is teSt-marketjng in Grand Rapids, 
and for which P&G has high hopes. Air media figures hieavily in test campliigiiE 

Joe "Gabby" Valachi inadvertently aided a successful spot radio/tv political campaign. 

It happened in Pittsburgh, where Robert W. Duggan, a Republican candidate, ran 
against Democratic incumbent Edward 0. Boyle for tlie post of District Attorney. 

A local ad agency — Friedman, Susman & Baime — dreamed up a spot cam- 
paign for Duggan which used a simulated recorded statement by Joe Valachi ("We 
admit that for dramatic effect we used dramatic license," said the agency) to the 
effect that Pittsburgh was a notorious vice center. 

Democrat Boyle promptly yelled "foul," and sought a court order restraining 
his opponent. The court ruled that "a court of equity has no jurisdiction fo invokie 
the drastic remedy of an injunction to interfere with statements made during die 
political campaign, when comment on matters of public interest should be permitted 
the broadest latitude." In other words, the court did not want to bescome involved 
in censorship of political copy. 

Duggan won the election in a predominantly Deniocratic county. 



Syndicators are crowing this season over "pre-emptijon" victories in prime ^ time* 

A good example is Four Star Distribution Corp», several of whose rerun series 
(Zone Grey Theatre, Detectives, Stagecoach West) have been used by stations 
oust network sliows, of all three webs, which have been dragging their rating feet 
in a number of major tv markets. 

Official Films, Warner Bros., Screen Gems and Seven Arts hav-e also seosred 
sales in which stations pre-empted network telefilm or feature film shows this season. 



The promotion of Negro-appeal radio to advertisers is not confined to the U.S. 

In Johannesburg, South Africa, Davenport & Meyer — commeidial ageints for 
Laurenco Marques Radio — recently sent out a promotion piece to advertisers vvhicli 
stressed some interesting st^itistics, based oij a research study made by .Natio:n!al 
Readership Survey: 

► In Soutli Africa, tlie number of Negroes (tetined there "Col^ureds") ou ning 
a working radio is approximately 441,000. 

► The number of listeners in tliis group wlia dialed the station "yesterday-' 
was 280,000 or about 60 7o. 

)^ Of this tuning group, "more than 65% — appToximately 183,000 — belong 
to tlie 'better-off' income groups with the spending power," 




New, exciting lipstick colors: 
That's what the audio savsl 
But where are they? These lipsticks 
look like all the others. 

WHAT IS THE DHTEREXCE? 
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What can multiply the effectiveness 
f this trademark— acW to its memory- 
impact, its point-of-purchase I'ecall, 
lo it instantly. You don't see it here. 
WHAT IS IT? 



A phone's a phone. 
That's the problem. How to make 

phones look diircrent— 
stir the interest of the subscribcM-. 

WHAT WILL DO IT? 



What one thing 
did the advertisers 
do to (live the 

3 TV commercials 
shown here 
positive sa I es appeal? 



TURN THE PAGE AND SEE 





COLOR'S THE ANSWER. 
It tells the customer that 
lipsticks are available in colors 
to match her every whim 
and costume. 





COLOR ADDS DIMENSION 
to the trademark . . . makes it 
stand out, makes it memorable, 
gives it significant product 
identification. 



YES, COLOR IS THE ANSWER 

Just give it a trial and you'll see how it provides* 
1. Stronger trade-name identification; 2. Stronger link- 
age between advertising and point-of-sale; 3. Better sell- 
ing personality (your product always looks its best); 4* 
Less premium to be paid for color than in print media:;; 
5. Better black-and-white TV pictures for viewers. 
What's more, when you use color, you're gaining expef^ 
ence, building a backlog of material as more and more 
TV sets GO COLOR. 
For more about COLOR — why you should use Eastmam 
film, why you should film all your commercials in color, ' 
even for black-and-white transmission (that in itself i&a 
tremendous story) get in touch with Motion Picture Filjffi 
Dept., EASTMAN KODAK COMPANY, Rochester 4, N,Y. 

OR — for the purchase of film: W.J. German, Inc., Agents 
for the sale and distribution of EASTMAN Professional 
Film for Motion Pictures and Television, Fort Lee, N,J..i 
Chicago, III.. Hollywood, Calif. 

Cosmetics: Advertiser, Coty Inc.; Producer, TeleVideo Producti'&ns 
Incorporated; Advertising Agency, Ellington & Company. EtWn- 
sion Telephones: Advertiser. Bell Telephone System; Prbduetsr. 
Audio Productions, Inc.; Advertising Agency. N. W. Ayer & Son, tnt. 
Trademark: Advertiser, Radio Corporation of America; Producfir, 
WCD, Inc.; Advertising Agency. J. Walter Thompson Company. 



FOR COLOR 




CALENDAR 



of roininit; c%fi>t'i 
I S .\<ivrinl»«-r 



Malimiiil AvHociiilion of Hroadciisl- 
ers, fall coiifcrcnci'S, Ilatfl Ttwas, 
Fort Worth (Ifv-I9), Cosiuopoli- 
tiiii, DfiutT (21-22); FairnKumt. 
S. V. (2.5-2fi) 

FrriTC'li I,an.unas;o Hadio aivd Telt'- 
vivion lJr(>;idca.slcrs Avsn., aiinii.d 
lUvctiiisi, (Ili.itt'an I'^roiitriKU 
lloU'l. Quchcv Cil> (17-19) 

Salfonal Assn. of Fdiicatioiial 
BroadGaslers, national conven- 
tion, Hotel Scliroedcr, Milu.ni- 
Ivv (17-20) 

WcslxTn States Adverlisinj; A^en- 
v'lvs Assn., iliniu r nieeting. Slier- 
•iton \\ est Hotel, Los Anueles 
(IS) 

Uoll) wood A cK erl is in u ('hih, 
linielieon with D.i\ id W'olper 
.IS speaker, Hollywood Ho()se\elt 
Hotel. Hollywood (IS) 
.Stjreen .Actors Guild, annual inem- 
hersliip nieetinu. He\ erK Hilton 
Hotel, Hewrlv Hills (IS)' 
Kdward Pclr>- cV Co., Slli annual 
seminar for promotion ni.ma^iTs 
of radio and t\ stations repre- 
sented l)\ IVlr\ . jack Tar Hotel, 
San l'raueis( o ( I St 
Uroadcaslers Promotion Assn., an- 
nual conwnlion. Jack Tar 1 iolel, 
J S.m I'raneiseo ( IS-2()1 
j.^cw York University's Division of 
Cencrnl Education, editorial 
I workshop. Hotel Lancaster, New 
I York (18-20) 

Rro.-ulcasliu.n L\cculi\es" Cluh of 
I Xew En<iland, Inneheon nieetine 
with ilAB president l-'d Hunker 
a.s speaker. Sheraton Pl.r/.a. B:)-.- 
, ton (19) 

1 IriC Television Bureau of .Advertis- 
ing, annual niendiership meeting, 
Sheraton-Blackstone Hotel. Chi- 

' ca-4o (19-21); 3rd annual sales 

manatjers meeting (20) 
^intrican Assn. of Advertising 
Agencies, annual convention, 
Slaller Hilton. Cleveland (20) 

hilcnialional Hadio \- Television 

' Spciety, newsmaker luncheon 
with W. Awrell Harriman. Hotel 
R()ose\ elt, Xew York (20) 

N'atioiial Conference of Christians 
and Jews, Isl annual Brother- 
hood Testimonial Dinner of the 
Broadeasling and Motion Picture 
Industries. Beverl\- \\ ilshire 



Hotel. lIoll>\\()od (21 1 

National .Academy of Television 
Arts and Sciences, dinner, 1 lilton 
Hotel, New York (22) 

NN'iseonsiu .Associated Press Broad- 
casters, .Milwaukee, W ise. (22-2-3 

I'ederation of Jewish Philanthro- 
pies, annual fund-raismu dnuier 
sponsored h\ radio, tele\ ision 
appliance .uid rel.iled uidnstries, 
1 lotel .\nn ricMu.i. New York (2.3* 

Broadcasting and .AcKertising Divi- 
sion of the American Jewish Com- 
mittee, dinner with Brown \' \\ il- 
liamson Tobacco Corp. president 
William S Cutchins as guest. 
New York Hilton, N Y (2.5) 

International Hadio ^ Television 
Societ)', special projects lunch- 
eon. W aldorf-.Astori.i (27) 

DECEMBER 

.National Broadcasting Co., animal 
eonvention for radio and t\ af- 
filiates. New York (2-3) 

I'lcctronie Industries Assn., winter 
conference, Statler 1 lilton 1 lotel 
Los .Angeles (.3-,5) 

Assn. of Maximum Ser\ ice Tele- 
casters, hoard of directors meet - 
ting. Bi\ iera 1 lotel. Palm Spriims 
(5)' 

\ssn. of National .Advertisers, work- 
shop on "New and Praetieal 
W'a\ s to I'A .dilate the ICIfet ti\ <•• 
iiess of Your .Advert isinu. Pla/.i 
I lotel. New York {'■>) 
.National I'ood Brokers .Assn., OOtli 
annii.il eonvention. "New Pro- 
Urams for Tomorrow's Market- 
ing." Palmer House. Chieaizo (7- 
II) 

American .Marketing .Assn., w inter 
I'onferenee on the development 
of more precise marketing tools. 
Somerset 1 lotel, Boston (27-2S 

Broadcastin'4 INecutiv es' (diih of 
•New ICimland, Christmas p.irtv . 
Sher.itoii Pla/.i. Boston (16 

Hoyal Film .Archive of Beluiuin, 3rd 
intern. ition.d experimental film 
eoinpelition, Knokkc-Lc '/oiite 
Beluiiiin (20-2 Jami.irv ) 

Federal (Communications (Commis- 
sion, oral arunnient eoneerninc 
length ami freipiencv of eoin- 
merei.il mat* rial hro.uK .ist over 
am. fm, and telev ision st.itions 
W ashinuton. I). C. (9) 
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CBS 



Covering 66* counties 
in Georgia and Alabama 

'C*AOE B COVSIAC; A(fA 

YEAR-IN, YEAR OUT, 
TV-3 IS PREFERRED 
BY LOCAL AND NATIONAL 
ADVERTISERS. 

People believe in TV-3 
... so con you.' 

Home of I"<»rl H»'nninsl 




CALL 

HOLLINGBERY 



POWER 

If poeJift o fft^ndly punch Stfoll down 
the itp^el with ony o dcxen WSYR pfp- 
tcsnoliti^i Wo*<h the smiltpi light up p^^p e s. 
^oces- hfOf thi^ ii no-**' n - you oM "^y life 

fhii ffifndly ottiiyde f©? you, too, 
\^she'n th^tp p<£'f ionoli*(©& ore sellong fcf yow. 
And tho* J why Vi'SYR Rod'© n the 9reat^^t 
^ole^ m^d in Cc^ntrol Ns'w York 

So you tee what hopp^ns, 

Pfffionolity Power — Solei Psw^r ^oc yo%f 
tn the 18 county C^Tttfol New Yof^ occa 
Srv^ton? a-nd^ for whof you 5^o-r to s«* . 



m I (HSlSTil (0 INC 
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COMMERCIAL 
CRITIQUE 



Trends, techniques new 
styles in radio/ tv 
commercials are evaluated 
by industry leaders 



PLOP IS MORE THAN 
AN AUTHENTIC SOUND 



PAUL G. CUMBINNER 

Vice president in charpe oj radio and tL' 

lAiwrcnce C. Gumbinner Agency 

(Excerpt from an interview between Gum- 
binner and Jim Gordon on WINS, N. Y.) 

JG: Paul, you were really one of the 
early pioneers in radio advertising 
and program creation. You follow- 
ed the change from the Thirties 
right up through the panicky early 
Fifties when radio took a look at 




television and said, "Good Lord, 
we're all dead." And you're one of 
the few who said, "No." Why? 

PGG: Well, I've always believed 
that this medium was too mobile, 
too flexible and bad too much op- 
portunity for the imagination of the 
listener to fall by the wayside. 1 
thought that some of the radio peo- 
ple abdicated awfully fast; they saw 
television coming, they saw the 
tube and they said, "this is it, let's 



Spots for Sacramento Tomato Juice prove 
audio effect is as persuasive as visual 



PAUL G. Gumbinner had been an 
advertising copywriter, a contribu- 
tor to magazines, and a writer of 
both lyrics and book for a musical 
comedy prior to joining his older 
brother soon after the Lawrence C. 
Gumbinner Agency was established 
in 192.'J. In 1930 he was responsible 
for the creation of what was prob- 
ably the first I5-second spot hi 
broadcast advertising. 




run for the woods, boys;. " Well, 
was quite wrong. We kept radcio gt|s 
ing for many t)f ©ur chents v&f 
strongly. In the past few years, % 
think we probably bought, straniga- 
ly enough, more radio for &tsa« 
clients thaii we had in tlje yeafis 
before. 

JG: It's a terribly conipliGn^te4 
business and sometimes the sofa- 
tions you people come up with, ths 
cailipaigns, shock even a guy Kke 
mc that's been in radio fpr a ftiV 
years. Thic tremendous success #f 
your Sacramento Tomato 
commercial, for instance. How dii^- 
that one happen? 

PGG: One of the lines that 
always had in copy was "Saxro- 
mento Tomato Juice is so rich, it 
plops when you pour it." This wm 
a headline in the newspaper ada- 
And when we were conx ertiilg ji 
into radio the first year, we used, %> 
in a jingle and it was merelr suil|^ 
"plop, plop, plop" — something Ifc 
that. But when we began t<) siMnd 
all of the budget in radio, wie stt 
dowTi and devised a way to com erf 
these sound words into a rarifc 
soimd. We decided that it sliojuld- 
n't be handled seriously; we should 
ha\ c fun with it, The sound vvaf 8 
funny sound; the concept that ySil 
would drink something because of 
its soiuid was a rather odd one. %M 
it made sense in this particular case. 
We also bad to worry a litde bit 
about the rules and regulations aMl 
m;ikc sure that the sound Wc vm^ 
broadcasting was actually ih& 
sound of tomato juice pouring. 

JG: There could be no fakerj 
here. 

PGG: No, we took some piettffCI- 
at the time of recording, of cans 
tomato juice being poured 
glasses sitting on bass drums, ai? 
so on. 

JG: So there >ou are, old ,FCC> 
PGG: Yes, one of the first qm\: 
tions the stations asked us \fM 
"Is this the authentic sound?*' Tlsr 
copy followed along pretty naW 
ally: "Listen to the sound of Si»- 
ramento Tonlato Juice as we paiif; 
it with the left hand," plop, plop — 
"as we pour it with tlie right Irani' 
— plop, plop. WeVe had quite S W 
of fun with dieni and the f®*^ 
series carries on in the samp tra 
tion. The sales results have be#l; 
rcidly remarkably good. This isj^f? 
ccs'.sfid radio by all means. 11^ 
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These food and related advertisers have discovered the moving power of WSPD-Radio. 

WSPD-RADIO, TOLEDO 

MOVES m GROCERIES / off the shelves 



., . and into the households of Northwestern Ohio 
and Southeastern Michigan. 275,600 households 
rwith over $298,000,000 in food sales are in the prime 
[circulation area of WSPD-Radio — First in this bus- 
tling marketplace by ever)' audience measurement. 

Timr Katz man has the complete story of the 
an^iente and sales power of WSf'D-Iiadio. 

I 



I 



This audience domination throughout the day is 
achieved by adult programming built with integrity, 
imagination and insight — an audience domination 
which gives you an effective and established selling 
media for your goods — an audience domination 
which reaches the adult consumer who hiivs the 
goods and pays the bills. 

And — IVSPD's merchandising program adds extra 
sales wallop for food and drug advertisers. 



TIIK KATZ A<;I:N< V. i.>c. 
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Who in the world ever said 
"Radio Is Dead At Night"??? 
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FIGURES SHOW NUMBER 
OF TOWNS FROM WHICH 
MA/L WAS RECEIVED 
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If you have wondered how many people radio really 
"gets" during prime TV hours . . . well, please listen 
to this Clear Channel Radio success story. 

On April 12, 1963, we began broadcasting the night 
baseball games of the Minnesota Twins — almost all 
starting at 7 p.m. Beginning August 26 and ending 
September 27 (17 games), we had a brief message, 
asking our listeners to write us what they thought of 
the broadcasts. Mostly, we had one announcement per 
game, but never more than three. No "rewards" for 
the listeners — no prizes, no name-mention on the air, 
no favorite tunes played; nothing except the trouble 
of writing and mailing a response. (And the Twins 
were not, at the time, even in close competition for 
the pennant.) 

As of October 7, we had received a total of 724 re- 
plies. 41% from metro Des Moines — the rest from 
as far away as British Columbia, Florida and New 
York. The map tells the story. 

Most of the cards and letters said almost precisely 
the same things. Here are some samples: 

From Pueblo, Colorado: "I listen to your sports 
broadcasts every night. There is no other station any- 
where that does a more complete sports broadcast." 

From Waynesboro, Va.: "Although we live many hun- 
dreds of miles from your city you come in real clear 
here. I have missed very few night games this season." 

From Ainsworth, Iowa: "1 listen to them and to all 
your other programs whether Fm in Iowa, or Illinois, 
or Missouri, or Kentucky. Keep broadcasting those 
games!" 

From Chicago, Illinois: "Here we are limited to Chi- 
cago baseball only and would be brainwashed if it 
were not for stations such as yours." 



6. 1963 
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Station WHO 
Oes Moines 
Iowa 

Genclenen: 

pleasant ones. " InfoniatW 

^o<"- Friday evenfn. 

;;--a„a L cu:?nr:?trt^rT!-'"« 

tops. » Che Strauss W.ltjis 

' "ke the fact that WHO 

-tate. and whUe ,t\" "yvhere 
Heaven and ^„e co^e i a f'™ s^ho^ ' 

Dili broadcast. 

"red drivers rteed. 



. Thank you. 



P.S, This letter, above, has no connection with the 
Twins "success Story." It just came in. entirely Unsix- 
licited, while we wefe preparing this ad. It is typi«al 
of hundreds that WHO Radio re<5eives^ thanking us iQ¥ 
what our listeners believe to be uniquely good sertfim. 
Why don't you ask PGW for some ^vailabilitieSi^-aijd 
make your own testf 





fm [mm PLUli 

-Perer$< Griffin, Woodward. InO:, NaUonat KiepTesenliaffnrM 
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Youths fear ad seduction, 
want copy to reassure 

Studies find young people 'conservative,' Bond tells ANA 



iioiii \ssi .111(1 .mf liorit.if i\ I' 

raffl aiKcTtisiiiu in tlic \\ .i\ in, 
ri'pl.iciiiL; the [).issi\i'. "m.ikr-\ oiir- 
iiVv n-di'i ixion sc hool, s,i\ s \ oiiiii; 
tSi HiiliiiMiii president I'aIw iinl L. 
Hdiid Spcakiiiu .it tlie 3 Itli ;miiii;d 
iiifctinu ol tlio \ss(ici.itioii ol N.i- 
tiuii.d Adxcrtisers .it I lot .Springs, 
\'a.. Ill" m.idc tlu' pmlittioii while 
(liMclosiii'4 results of three studies 
)itst c-ompleted l)\ Vi\ I \ on \ oiin;4 
people — teen.i^iMs and \(»iin<4 iiiav- 
rieds hetween the .lUes of 20 and 
30. Bond .idded tli.it a fourth stiid\ 
\s under ua\ .it the .iiienev. 

Tlu> first stiuK involved .lu e\- 
eliisi\e ^AH p.ntieip.itioii in a 
Voiith I'.iir .it New \ork s l-'reedoni- 
l.nul. w here just under lO.OOO teeii- 
■ liters hetw ceil 13 .iiid If) took p.irt 
ill .1 ^lO-cpiestioii siir\ e\ . the see- 
"lul stiuK .isked the same cpies- 
tious ol \ oiiii<4 people in two mid- 
uc'sterii eities: and the thiril iisi'd 
nation. il proh.ihilitv s.iniple and 



c oiiip.ired the .ittitiides ol leeii.iUers 
with those ol \ ( iiiiiu ni.irrieds in 
• lUe uroiips llO-il, .ind 2f>'-.3(). 

Bond s,iid one .iin,i/iiii4 tiling 
ahoiit the studies \\ ,is tli.it pre- 
c isel\ the s.iiiie results wen- ol>- 
t.iiiK'd I roil I \ oiiim people in New 
York .111(1 in the iiiidw est on (pies- 
tioiis about .id\ ei tisiim — ".iliiiost 
percent. lUe-poiiit for perniit.iUe- 
poiiit" the\' were iiii.iiiiiiioiis that 
acKertisinii "is iieeess,ir\' and [low- 
erliil , . . But it ran sediu «' us. The 
UoN c'riiiiieiit 1 1. id hetter proti'ct iis." 
1 le pointed out th.it ".i w hoppiiii; 
S^' r s.i\ the r..S. uo\ eriiineiit 
should uii.ii.intee that .ill .id\ ertis- 
iii'4 will lie true and honest, in 
order to protect them .inainst heiii<4 
seduced h\ .id\ ei tisiiiu into hii\ iuu 
thiiins tlie\ don't re.illy w.mt or 
need IKr sa\ tli.it ad\ ertisimj can 
do just that. 

lie .idded tli.it .ihoiit li.ilf feel 
.id\ ertisin<4 "is net ess.ir\ . ' hut oiiK 



.1 third lec-l It s ' help! Ill in liir* iiil' 
thill'4s ' 1 y I led it s cither ' licil 
.it .ill helpful or '".ill lies. ' Bond 
s.iid it slioiid he reiiieiiiln nd tli.it 
"50' I ol our \ oiiii'.! proph l( ( I 
.idv ei tisiii<4 is iic( css.n \ But .in 
o\ < rw lieliiiiii'4 iii.i)< irit\ s.i\ tin 
Uci\ ernnieiit should uii.ir.iiilce .id- 
\ ertisiim's triitlihiliK ss " 

riiis, plus other c\ani[)lcs of 
\ineric,iii \ oiith's ' ( < >iiscr\ .ili\ e 
.ittitiide tow.ird risk t.ikiiiu, led 
iioiid to predi( t .i rise in the list 
of more rcissiiriiiy cop\ than 
"sliouldei ■sliriiuuiii<4 cop\ 

I le s.iid tli.it u In II tli< \ were 
.iskcd whether tlie\ like to tr\ new 
thiii'4s .Is soon .is the\ mme on 
the iiuii kef . or w .lit until the ii< \\ 
prodiKt li.is proNcu itself, .i l.irye 
in.ijority s.iid tin \ liki to w .ut 
"Teeii.iUe Ixn s and un ls iii the 16- 
17 uniiip are the le.ist d.uiim. .uid 
males hetw ecu 20-2-1 more d.u iiej: 
til. Ill those in their l.ite te< us " Ik 




Vt 'tetnecomlng" with wives are (l-r) Albert B. Richardson, Chesebrough-Pond's; Patrick Gorman. Schlitz; Ralston H. Coffin, RCA 
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Taking stock are il-r) nt>w ANA chairman Douglas Smith, adv.- 
p.r. dir., S. C. Johnson & Son: Gene Wedereit, adv.-pj-. dir.. 



Chemetron : re-elected ana pres. Peter Allport; outgoing AN,Ai 
chairman. Harry Schroeter, AW. Biscuit communications (-.p; 



said. "But when they get into the 
26-30 age group, they regress to 
the conscrvati\'e attitudes of their 
adolescence and 77% say, "I'd 
rather wait. Let someone else try 
it first." 

"With yoinig women," he said, 
"we've found a different situation. 
Those between 20-26 are less likely 
to experiment with new products 
than those in the 26-30 group. It 
appears that women become a bit 
more daring with age, as their ex- 
perience gives them some confi- 
dence." 

Another example cited by Bond 
of attitude-switching between age 
groups was in the answers by 
young people on whether they 
bought the same brands and prod- 
ucts as their parents. Ainong young 
married men between 20-25, only 
40% said 'Yes.' But in their late 
20.S, 52% buy the same brands and 
products as their parents. 

Bond stressed that the significant 
differences in attitudes, values, and 
tastes between age groups 13-15, 
16-17, 20-25, and 26-30 suggests 
that any attempt to advertise to 
"teenage" or "young adult" mar- 
kets, will require some refining; 
that "we appear to need an ap- 
proach to the young market that 
is more finitely segmented into nar- 
rower age groupings." 

lie said the findings of the study 
make it "highly likely" that in the 
future, individuality will be at- 
tained — "not through achievement 
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and job satisfaction — but through 
consumption. And that symbols of 
such consumption will take the 
place of actual fame and fortune 
. . . Consumers seeking their indi- 
viduality symbolically will want to 
know not only what the product 
will actually do," he said — "but 
'what will the product do for me?' 
'What kind of a person will it make 
me be, or seem?' " 

"That means we are going to 
need more research — research ori- 
ented to exploring the kinds of 
personal and social satisfactions 
people at difi^erent levels of devel- 
opment hope to achieve by con- 
suming your products and your 
brands," Bond told the ANA as- 
semblage. 

ProUferalion of brands 

"And if individuality will be 
found in consumption rather than 
in personal achievement," he said, 
"there will unquestionably be a 
growing demand for greater pro- 
liferation of brands; and for greater 
and more meaningful brand difter- 
eutiations. 

Bond also sees the replacement 
in the future of the mass market 
brand that is for everybody', with 
brands possessing a \'ariety of more 
unique "personalities" with which 
people can achieve "identity-hy- 
nssoeiation." Another prediction is 
that products and serv icers may be 
directed more toward narrower 
S(>gmeiit.s of the market, and more 



in terms of the consumer's persons 
ality, such as soap being sold osi 
the basis of its scents . . . "for 
sophisticated women, for cfBciertt 
women, for athletic women, fnr 
sex\' women," etc. 

Bond suggested that the findings 
should prompt everyone engaged 
in new product development and 
new packaging programs to start 
thinking about the significance 6i 
the "non-risk-taking" characteristic 
While stressing, "I don't pretend M 
have an\' judgment on the basis o{ 
the research done so far," he posed 
the "possibility that a product in- 
troduced in the 1970s as 'A Com* 
pletely New Modern DiscovcW' 
might be less successful than otp 
introduced as 'The Same Delicious' 
Alphabet Soup You Lover As A 
Child, Now In A New Grown-Up 
Form," " 

"Wc have a job to do," said Bond- 
"The need of a young man to rip- 
pease his fears, develop hi.s s^aisi 
of security, and satisfy his frustra" 
tions, is e\ery bit as important tt) 
him as the basic need to eat. and 
keep warm, and put a shelter ovet 
his head. Youth may tell us tirtt 
advertising can make him hxtf 
things he doesn't need — but iti 
also possible, in fact, likely, tll&t 
youth has failed to come to grip 
with the realization that his iteep 
are greater than he is \villing to 
admit. Advertising can be the fotm 
that will help him satisfy thesi 
needs," I? 

SPONSOR'! 8 N(nl\nvi.R WfiS 



I 



Must gear advertising 
to profits, ANA is told 

g^sgency consultant sees corporate uplift needed 



Aovii ftilJiiAC s nr\c 111 the market- 
iiiH I'oiut'iJt. and in.irk<fin.u's" 
m\t> tliroiigh ;uKrrtisinU kcynotrtl 
tltt* opniinji hiisiiu-.ss session of 
ana's annual nuM'tinu, with an 
agpiicy eoivsnltanl .str«'ssinu that ad- 
wrtisiivn must hv t;eari'cl to profits 
rather than \ohnne, and a C ieneral 
Klectrie e\eciitivi« jMnphasi/inu that 
ailvertisiiiu is as iiilierent and es- 
sential a jKirt of marketinu as prod- 
uct planning; or personal selhiiu. 

Wiihird C. Wheeler, consultant 
on ecoiujmies and business strate<i\ 
for Chiruru & Cairns, said ad\ertis- 
int; must contrilnite e(piall\ to cur- 
rent profits and the opportunity to 
liiake future jirofits, which will 
"most usually reipiire both cor- 
porate character acKertisinti and 
pnuhict desirability advertisinij." 

"Buying psychology is as much 
and sometimes more affected by 
beliefs about the company's cliar- 
acter as by factors inherent in its 
products," he said. "A company's 
clmracter should be its most pre- 
cious asset, particularly uhen 
pnKhict distinctions are small or 
non-existent as with ingredient 
nraterials. It is a delicate thinu. 
iciisily damaged by the grape\in«'. 
'unskillful public relations, and op- 
'portunistic adventures in search of 
the tpjick buck. " 

Wheeler added that the ability 
if corporate character advertisinii 
o preser\e the ctnnpany's repnta- 
icSn against erosion from deficien- 
iea in the beliavior of emiiknees, 
'ir those selling and ser\ icintz its 
prochicls, should be reeouni/.ed by 
I he marketing heatl in sb.ijiinii his 
'iiarketing stratetjy. 

lie pointed out that tlu' market- 
ng head should establish ad\er- 
I ising as a company function on a 
«iarity with sales. "lake selling, ad- 
ertising should be controlled from 
he top dou n as to polic\ and 
"tfiitegy. and built from tin- bottom 
ip as to tactics. The principle of 
eleclivity nnist uork at each step, 
n deploy inu tlx* power of acb ertis- 
lig, any error should be niatle on 
hap side of o\ er-e\penditure on 
hmc products which nfTer the best 
I ""roRts because of gotxl ni.irgins or 
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good N'oliiine or both. (!ouipeiisa 
tioii may be made, if iie( ess.iry, to 
meet a biiduet in seeondar\ opera- 
tion. ' 

Disiiissing taetics. Wheeler said 
the advertising d«'partment should 
study with the sales department 
the changing and special situ.ttions 
in all sections of the country . "This 
will automatically raise the «pies- 
tion, 'I low can advertising help'"* 
its objectives? Measurement of 
achievement^ If advertising is 
clearly needed, the company can- 
not afford not to do it. This ma\ 
n'tpiire a \ariet\ of special basic 
sales ideas to niei-t tactical situa- 
tions, but these should be onK 
modifications of the b.isic national 
apjieal." 

C'iting a need for new polic\ 
convictions, Wlu-eler said this 
should ])<• the essence of the mar- 
keting concept, rather than exec- 
utive titles and r»"sponsibilitics. 
"The sy stem ol profits-from-niar- 
keting is so inclusive that it offers 
the most helpful me.ins of owr- 



t omnig till- ihri e m i)<ir d« tern uts 
to ii.itiuii.tl grow til i \i rss ( .ip.ii it\ . 
liiuli iiiieiiipl(i\ im-iit .iiid low ( .ip 
it.il speiidinu . . I'h xiblr lii.ni.iUe 
mciits who adapt more re.idib to 
eh.iuges and wrw uroiind rules will 
lia\e a uo«mI jhaiio- of sur\iviiiu 
.iiid siice<fdiini 

.\ew ob]e( ti\ es h<- punit< (l to are 
first — the com ietioii th.it the utms- 
pan\ s profits eoiiie from iii.irket- 
iiig products rather tli.in from 
III. iking them ( w hicli means "de- 
\ .ilii.ition of volume as an objee- 
ti\e'); second — the toinittioii that 
if a priKliii t is needed b\ the mar 
keliiig division and < aiiiiot 1h* pro- 
duced ecoiioinic-.dly by the prtnliic- 
tion (li\ isimi it will be port h.isetl 
friiiii other suppli<'rs (I)iipont and 
IC.istman Kod.ik are .iiiionu the 
Irail-bla/ers on this ). 

Third — the policy th.it the iii.ir- 
ki ting di\ ision must be responsible 
for all decisions .ilfecting profits. 
exc<'pt those invoKing manufactur- 
ing procedures and those of .i fiscal 
u.itnre ( makinu the head of the 
marketing division "the s.iine cali- 
bre as expected now of the ])resi- 
dent or ch.iirman. " .uid "simil.irly 
iipgradinu" responsibilities of those 
under him. including the ad\ ertis- 
ing department); fourth — every- 
thing the coinp.uu eloes must re- 



Smith elected new ANA chairman 

The ANA has elected Douglas L. .Smith. ad\ ertising-mcrclian- 
dising director of S. C. Johnson cS: Son. to succeed I larry I'. 
Schroeter, eoinmimications \ .p. for .National Biscuit Co.. as 
chairman of the hoard. Replacing .Smith as \ ice chairman, and 
next in line for the chairmanship, is Thomas H. McCabe. Jr.. 
marketing v. p. for Scott I'ai>er. He-elceted .\N.\ president w as 
Peter W. .Ml port. 

The election took place at I lot Sprintis. \'a.. where .\ II port 
disclosed that Joseph ,M. Allen and ( ,'y Norton will retire as 
\ ice presidents of the association on I January, and that Lowell 
• M. McElroy has been named senior \ .p. 

The .\.N.\ also elected four new directors: I);iniel C. Brown. 
ad\ ertising-sales promotion \ .p.. Baiimritter Corp.; BraddtK-k 
Creene, marketing v. p.. National Distillers; Samuel Tliunn, 
advertisinu v . p.. Lev er Bros.: M. II Zieucnh.iuen, adv ertisinu- 

Sji.r. director. Babcock iS.' N\'ilc<ix. Board members whose terms 
expire this \ ear are: .Mhert \. I Ial\ crstadt. adsertisinc \ .p.. 
Procter iS.- Camble: K. L. Skillin, corporate ad\ ertisiim-p.r. 
manager, .\rmoiir iS: Co.; Cene \N edereit. .id\ ertisiii<;-p.r. di- 
i rector, Cheinetron Corp. 




World's Fair aid for low budgets 

Advertisers who would have liked to partieipate in the New 
York World's Fair hut were forced to pass it hy for financial 
reasons ha\'c a new opportunity — one in keeping with their 
hudgets. Shotel, n new firm organized just for the Fair, is plan- 
ning a pavilion that would permit advertisers to have display 
space for as low as $1,600 n unit, up to $6,900. hitroducing the 
concept at the ANA meeting last week, Shotel director Bern- 
ard Bossom said the projected pavilion would provide facilities 
for at least 2,500 different products. 

He said each display purchased would be for the run of the 
Fair, with the advertiser being permitted to change his exhibit 
at various times at his own expense. The units may he designed 
either hy the advertiser or by a member of Shotel's staff. Bos- 
som said that once given the go-ahead, the pavilion would take 
85 days to construct, from ground-breaking to fnishing of the 
interiors. Shotel is located at 114 East 40th Street in New York. 




Dificiissing '"(loinfis" since liixl ASA nivvl are (l-r) M. W. Sliellahnrgcr. Acii lloltaiitl 
Mtirhim' Co., nnil Craif: Moixlie ami Urn lUmzhaj. hotli of 'Innslronji Cork Cn. 



fleet this new relation between 
manufacturing aild marketing. 

As to selectjng profit opportuni- 
ties, M'heeler' says that in most 
cases the national mass itiarket con- 
cept will ha\'e to be discarded. 
"National a\'erages oliscme ftitls 
which ina\' make the difference be- 
tween profit and loss froin market^ 
ing. Each natural economic regiaii^ 
area, and place should be consi^lr 
ered separateh' . . . Some s\'5tero, 
of marketing control ureas must bes 
set up quite apart from sales terrii- 
tories . . . Selhng at a loss anx'vvlierf 
must be prohibited." 

He stressed that "the idea that 
a companN' has to make its prodr 
ucts a\'ailable e\'ery\^'hiere, e\'en St 
a loss, just because it is known at 
a nationally operating company 
and does national advertising will 
he merely false pride in the profit- 
froni-marketing system." 

\Miceler then turned to the agcn- 
c\' link, telling the assemblage that 
the ad\ ertiser's marketing di\'isidD 
and advertising department "wi]l 
onl\ defeat their own ends hf 
tr\ing to see how much the\' can 
squeeze rather than draw out of 
the agene\'. The\ can get w hat will 
be needed from their agencies only 
by making sure that the agency ii 
gi\en a chance to earn ;1 proit 
ojx the ser\ ices demanded of it. 

Edward S. McKay, managed 
marketing consulting .ser\'ice fer 
General Electric, in discussing mar- 
keting's role in managing cliange. 
listed fi\e approaches: Developing 
a \'ision for business; Understand- 
ing the business arena in depth* 
Managing change through dynaniif 
. . . strategic . . . planning; DevcK 
oping a SN stems approach to mar- 
keting logistics; Achieving CUS' 
tomer orientation of the whcflf 
business. 

He pointed out that it's far 
easier to develop new ideaK, UfV 
strategies, new methods than tt 
to get rid of old ones, but ."^^trt'SSpl 
that unless plans represent a ros- 
sonably compatible set of objectiw>- 
aful strategics, "we would proballJl 
he better off without formal 
Most organizations Nvill wxirk fiijflj 
effectiNely without plans* ^leiiiai 
said, "but there is a strong etill 
pvdsion to carr>' dut formal pfelF 
e\en when they are 'phoiiry,' nt 
matter how eonfu.<;ing and d'imik' 
trous the results may he." |P 
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^ *MABYLAND S NUMBEK ONE CHANNEL OF COMMUNICATION" 
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ADVERTISERS 



EASTERN REVS UP 

ON TV RUNWAY TO FLORIDA 

Client goes for video showmanship in big 
budgeted winter campaign. Old ad agency 
lays work on line as six vie for account 




'Sunshine Sam" starts from simulated ticket counter in New York tape studio 




Tins couLR BE one of the last tukps 
for Eastern Air Lines by iB 
advertisintr agency of 20-Ocld year& 
As the client prepared to see pre- 
sentations by half a dozen other 
agencies coinpetiirg for the accouat, 
Fletcher Richards. Calkins & Hdld* 
en was bus\- launching a big winter 
campaign that is, in effect, a 
shadow presentation si'inalling tlie 
])usiness back into the home hangar 



Posh setting for indoor Florida sport was anifi 



Crew had to act fast to get airplane shots between flights at port in Miami 




W'lu thci or imt tlic current \ a 
c.rtion (lri\ <• is a i.ircucll ( .itiip.iit^n 
Inr the old aui iit v. llic i lirnt is yii 
iiii^ for lirinlitnicd sIk n\ iii.insliip 
(Ml t\ this sc.isoii, litriiii; lniniurisl 
S.nii I ,r\ nisnii .is its .ill-.trouiid 
"nr. Ill with tin* I'lorid.i Ian" .ind 
sportscasti'i Hiid I'ahm-r to sell 
IK i^oll and sports trips. 'I lie iicu 
itiminci ci.ils went on tlic air tins 
iiiontli in an r.irl\' start on tlic l"loi 



id. I \ a( .tl ion s( ason i i-pn si nt iii'^ a 
InU louist Hal and (iiiaii) i d (aid i>\ 
a seasonal dri\ e tuned up I't SI 
million dollar \ tiluine tins \ i-ar In 
the air (airiei I '.aslern jiul s its 
o\ ei all ad hilliiiU rait at S I ') unllion 
a \ ear. .iiid ol)s( r\ « rs figure li.df of 
il to he ill liro.id( .ist 

The 1 ,e\ < iis( ui and I'.dnier s( ie< n 
.i|)peai am es capped tliro mnnllis 
< i( intensive production \\ ■ irk 1 o 



Center. Plane interiors were in studio, too w> r 

I I ■ 




Levenson is lifted out of shadow as he shows how to "be the man with the tan" 




Producers hurry to make most of late sun with help of reflector at poolside of hotel 



SETTING WATER STAGE 

II ith jeel dry and Ivnses stetidy, 
Inpe team on icalerborne sport so- 
qiii'iire inchidi'd ibelon I. to r.t 
'/.one Radiipy. jtrodiiction manager 
oj location unit from ll Tl J. Mi- 
ami; agency's Sy Frolick: Eastern's 
Torn Mullen: l\at Eisenberg. direc- 
tor; jerry Gorman, camernmaii, and 
Ken Litrell. tape engineer. 



put a dozen taped 60's and 20's ia 
tlie ean (six apiece hy Lexen.son 
and Palmer) reqniied crowds of 
artists and technicians, working at 
times around the clock in New York 
and Miami. Jn the south, the crew 
had to get up n-ith the sim, shoot- 
ing around the changing shadows 
and tides. Jn the north, producers 
had to edit in small hours of the 
morning when enough tape ma- 
chines were free to splice numer- 




Bud Palmer (below), aided by wife Daisy (left), is Eastern's sporting man with the tan 




ous scene changes into each reel,. 
(A typical c(MTrm<>rcial take;s Le^'€n- 
son from ticket counter to ramp to 
plane seat t(i^ alhgittwr pool tp 
Seaquarium to nightclub to hotpl 
pool to heach,) 

Running in e\ ening time on 13 
northern stations, the ilcvv com- 
mercials nlso are being shown om 
NBC TV*s Todmj and Tonighf, al- 
ternating with regular li\ c pitches 
by sh()\\' talent. The iv spot push 
ma\' run into 1964, depending Qn 
a\'ailabilities and (Jtlier factors. 1*^ 
spot has been taking a liiggcr place 
in Eastern's budget since the be- 
ginning of this year, when the ad,:*. 
\ertiser pushed its linc-up nortli 
(and south to Puerto Rico) from 
Miami and Atlanta, where spot t^f 
had been confined. 

LcA'en.son and Palmer also cut 
radio m unites for northerly parte 
of the lineup on 6Q-7() 5tati(*ns.i 
Traditionally ladio figures prttjiOr 
inently in year-arouncl advertMng. 
b\' Eastern, with Flite Fact&, hourh' 
announcements aroiuxl the clock ia 
10 cities, a notable inn()VatiOn &f 
the last two yeiii'S- 

"Be the Man VVidi the Florida, 
Tan" copy for the winter pronTOtiw 
broke in broadcast right after tlte 
campaign's Opening earh' ttliS- 
month in monochrome and color 
new.spapers, car cards, and (uitdaSr 
advertising. 

Ciedits on the "Florida feif' 
com 111 er ei al s : v\t it i ng-pf nd J i e^*ir 
super\ision l)v Sy Froliek, televl- 
sion-raxlio: \ ice president of Fletelirl 
Richards, Calkins & Iloldcn; a ,17-^ 
year veteran on the Easterri »ie- 
count, he joined the oltl Ricliarfe 
agenc\ to do the airline'.s- first radtfi 
copy; protluction b\' X'^ideotape Ptq?- 
dnctions of New York, with Biehafjd 
DeMaio as staff producer, a locfl' 
tion cre\v hired from \N'T\'J, Miaiili., 
and Nat Eiscnberg, free-lance d.i^ 
rector. Thomas Mullen, assistaiSf 
ad\ertising manager of Ea.steni. 
represented his company at the 
""lorida taping. 

Eastern Air Lines wa.s brougM 
to die merged ageney by Fletclier 
Richards when tlie Ricliard.s-Bryai 
Houston-Calking & Holden merger 
took its final form in 1959. Agenrie.^ 
seeking the aeeoiuit are BBDO, 
Benton & Bow les* Compton, Cayriof 
& Ducas, Lennen & Ne\ycll, aod 
MeCann-l-lriekson. 

Eastern's director of advertfs:fn|; 
is Ceorge Howard. 
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ht-l rc-j)f( I- Id xunc of her fallicrV 2( >.( M )0 f iim in \\ \! I l.iiul. In aildilim! ti> l»-aiitifnl tlaiiiili- 

frallirrfil frtemk. Inua - F\n«irile Farinrr'^ Daiif;!!- I*'!-* and liirktn-. the l5<iMman- rai-c lin^-. ralllc. 

Wr. Utxalir llouman. ma\ well rcflccl thai loiiiur- -lu-f|i. i orii an. I I 'fan-. 

r.mV u hilt- meal iv w-lcrda*'- rhoR'-. H,-r.lr- Itirk. x- iloua". .•.lim.il.d .-ichl nullinn 

a I lout '>' . of the nation'- |..|al l'»<>> < rop i , \\ \1 1 

Ko-alir uon tlic -ixlli annual Ka\ oritc Fartncr'- out approvinialrh I.(>2'>.."!M» farni- r- and 

Dauplilfi contf-t -poii-orcd In the lo\\ a Klcrtiii- tow n-pt-op|c in -oin<- .'>IHI > < >innuniit ic- of I'l h.a-l" ri 

Light and I'oucr Co. and tlu' \X M T Station-, llci loua and «-ijht lllinoi-. Mtnni'-o!a and \\ i-i ou-ii 

parents. Iiolh rolh-pc jiradualf-. operate a 2 lO-arre eonnlie-. 

WMT-AM • CBS Radio for Eastern Iowa 

M.,il V.I.Irr- ( FI)\H K \V\U^ 
Notional Reprettnlolivet The Kolt Agency • Aff.liolfd with WmT TV WMT Fm K WmT Fort Ood^* W£SC D« «'h 

SRQNSOR IS N(n i mhi r I'Mi.S 



ADVERTISERS 



GEN. FOODS CHECKS 
PROFITS, ADVERTISING 

Better merchandising decisions possible when 
food distributor has knowledge of product profit 
information, study finds in analyzing distribution 



BETTER advertising and merchan- 
dising decisions can be made if 
a food distributor has knowledge of 
direct x^roduct profit information, a 
new study, "The Economics of 
Food Distributors," reports. The 
study was made by McKinsey & 
Company for General Foods. 

Among the study's findings is 
that tliere is a wide difference be- 
tween the gross profits per case of 
16 items analyzed and the direct 
product profits per case when such 



tilings as costs for warehouse, de- 
livery, unloading, stamps, space, 
and other expenses are considered. 

As the exhibit from the McKinsey 
report shows, some products cost 
more to sell than others. In the case 
of flour and baby food, in fact, 
gross profits are reduced to losses 
when other expenses are taken into 
account. On the other hand, such 
items as tuna fish and flavoring are 
high profit items despite handling 
costs. 



Taking these costs into account, 
important advertising decisions c$tx 
he made. "The probleni of deciding 
which product? to feature is an^ 
other merchandising decision that 
we believe can be made better with ; 
Direct Product Profit information^'* . 
the report notes. "If a distributor 
must choose between two items, Y 
and Z, which he regards as having 
about the same traffic-buildin.g 
capacity when they are sold at a ' 
reduced price, knowledge of direct 
costs becomes pi\'otal in making 
the best decision. As (the) exliibit 
shows, the operator would be out 
of pocket an additional SlOO^ or 6Q 
per cent more if he featured Z itt- 
stead of Y." 

In "A Look Ahead," the report 
adds: "Food distribution is a highly 
complex business. The factors af- 
fecting profits are almost countlesSt; 
the relationships between them are 
intricate. \^'hile planning for new 
stores is vitally important, so is 11 
pricing, controlling labor expense 
and making superior merchandis- 
ing decisions. Pinning down the de- 
gree to which these salient man,- 
agement functions influence profitf 
is difficult. 

"The fact that profits are the m- 



DIRECT PRODUCT COSTS AND PROFITS (DOLLARS PER CASE) 



BULKY CASE GOODS 



CANNED GDDDS<i) 



BOTTLED GOODS'-'' 



SMALL CASE GOODS 



PRODUCT 

(Individual Brand Size) 


A A 
Paper Cereal 


A A 

Deter- 
gent Flour 


A 

Coffee 


A 
Fruit 


A A 

Tuna 
Soup Fish 


A 

Ketchup 


A A 

Baby Flavor- 
Food ing 


AAA 

Bar Dry 
Vinegar Soap Soup 


A 

Dietary 
Spe- 
cialty 


A 

Ocssert 


Gross Profit per Case 


$2.39 $1.26 $ .81 $ .35 


$1.79 $1.36 $1.53 $3.13 


$ .86 $ .22 $2.12 $ .69 $2.46 $1.21 


$1.72 


$ .S8 


Direct Product Costs 
per Case: 
Wareliouse 


$ .22 $ .16 $ .08 $ 


.10 


$ .09 $ .12 $ .05 $ .09 


$ .05 $ 


.04 $ 


.04 $ .07 $ .06 $ .06 


$ .04 


$ .04 


Delivery 


.24 .14 


.08 


.06 


.06 


.06 


.05 .04 


.05 


.02 


.01 


,05 .03 .03 


.02 


.02 


Store: 
Unload, Shelve 


.29 .14 


.12 


.09 


.11 


.10 


.14 .14 


.10 


.09 


.07 


.09'^' .17 .10 


.11 


.13 


Ring up and Bag 


.53 .24 


.21 


.10 


.20 


.14 


.25 .24 


.19 


.08 


.08 


.11 .35 .18 


.17 


.18 


Stamps 


.30 .21 


.18 


.12 


.38 


.17 


.20 .34 


.10 


.06 


.14 


.07 .32 .16 


.16 


.11 


Space 


.43 .28 


.09 


.05 


.03 


.20 


.06 .11 


.02 


.02 


.01 


.17 .06 .09 


.06 


.02 


TOTAL") 


$2.00 $1.17 $ .77 $ 


.51 


$ .86 $ .79 $ .74 $ .96 


$ .51 $ 


.32 $ 


.36 $ .57 $ .99 $ .61 


$ .57 


$ .49 



Direct Product Profits 

per Case (Before Cash Discount) 

Direct Product Profits 

per Case (After Cash Discount) 



$ .39 $ .09 $ .04 $(.16) $ .93 $ .57 $ .79 $2.17 $ .35 $(.10) $1.76 $ .12 $1.47 $ .60 $1.15 $ .39 
$ .61 $ .25 $ .18 $(.06) $1.23 $ .69 $ .94 $2.41 $ .42 $(.05) $1.84 $ .18 $1.70 $ .71 $1.26 $ .47 

(1) Includes tins. (2) Includes jars. (3) Totals may not add precisely because of rounding. (4) Baby food shelved by store personnel. 
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Milt of tlit'.sf iiiiiiu'roiis .111(1 iiitci 
lifting loiti's lu'lps to uiiiki' food 
tlistrihutioii our of tin- country s 
fastest iiio\iiiii husiufssi's. Tin* time 
bet u (Til clfi'isions ami results is as 
sliort as ill any iiidiistrv uitli uliiili 
\\t' arc (amiliar. Actions taken toiKn 
literally govern tomorrow's jirofits. 
i%m\ the very sliiniu'ss ol distrihn- 
tion profit maruiiis iiiat;iiifies the 
profit impnct ol each iiKiiiai^einent 
decision. 

"These iini(|iie conditions define 
the fiiucKiinental I'conoiniis of this 
industry and hence shape its man- 
anenient problems. Simply bcinu 
aware of tlu'sc forces howeser. is 
clearly not enough. Mensiiriisg them 
and determining more exactly their 
impact on profits is what is nei'deil 
to take the appropriate action." ^ 



DIRECT PRODUCT PROFITS 
CAN HELP MAKE BETTER ADVERTISING DECISIONS 



PRODUCT Y 



PRODUCT Z 





Normal 


Feature 


Normal 


Feature 




Price Period 


Price Period 


Price Period 


Price Period 


Unit Price 


$30 


$27 


$40 


$ 36 


Unit Sales 


5.000 


10.000 


5.000 


10.000 


Oollar Sales 


1.500 


2.700 


2,000 


3,600 


Gross Profit 


300 


300 


400 


•:oo 


0 rect Product Cost'-' 


150 


300 


250 


500 


Oirect Product Profit 


150 


0 


150 


100 


Change in Profit Due to 










Feature Price Cut 




$-150 




$ 250 



(1) Based on margin of 20% at normal price. 

(2) At $.03 a unit for Product Y. $.05 a unit Product I 



GMA: COMIVIUNICATIONS LAG 



Significant gap between grocery manufacturers 
and consumers noted in pilot study by association 



Tin; $S0 billion food industry in- 
% ests us er $120 million aninially 
in researching new |)rodiicts. new 
ii.ses. and established product im- 
provement; $7()() million will be 
piured into new eipnpinent this 
year; in 196.3 these same mamifac- 
Iwrers will spend about $ 1 ,250,(X)0,- 
WO on ads ertising, largely in broad- 
Cast media). More than half the top 
1(;X) advertisers in seven measured 
mediu are food manufacturers. 

Yet there is a significant com- 
iTHinications lag hetwi-en this high- 
pOwereil iiuliistry and the Ameri- 
can consumer. This snrprising re- 
fQri was revealed b>- CM A \'.p. 
iiobert Bingham to the .3.000 in- 
dustry leaders who gathered 11-13 
hflveinber at New York's Waldorf- 
Astoria for the 55th Annual Oocery 
ManiifactiiriTs of Aineric;i meeting. 

Reporting the results of a pilot 
study initiated at last year's con- 
vwtioii, Hinuham iinjed th(> CAIA 
to "seriously consider the ilesirabil- 
ity" of undertaking a $.50,000 fnll- 
scale study. "It would be one of 
the most construct i\e thinus uj' 
mild do at this time ulieii con- 
sumer attitudes based on real facts 
arc so \ital to the continued free- 



dom of our industry and our 
country." 

Ibnghain's jilea came at the end 
of the convention, the ov erall theme 
of which was "l''reedom to Produce, 
Sell, and Ser\e." G\l.\ president 
I'aul S. Willis, who last year created 
a stir by suggesting to TvB a closer 
cooperation from tv, said the theme 
was chosen "hecanse of the growing 
pressuri's for more go% eminent con- 
trols of industry, and the criticisms 
directeil at advertisinu, profits, and 
business , . . the \ cry essentials of 
our fret> competiti\ c enterprise sys- 
tem. " The main tenor of the ineet- 
ing u as calm, with a not surprising 



emphasis on new product introdiu - 
tiou. acKertising, m.irketiiiy, and 
consumer attitudes. 

Advertisimz's p.irt in new produtt 
performance w;is tackled by J ( ) 
PtH'kluim. e\cciiti\ (• \ i( e president 
of :\. (I. Nielsen, u ho noted that 
uith new products the mainifac- 
tiirer exercises his freeilom to ser\ e 
the coiisumer. In his "lU-cipe for 
.Marki'tiim. " Peckham offered the 
food in.inufactiircrs an experience 
curse by u hie li to measure the most 
iih'cti\ (• acKerfisiiui expenditure 
Unci and to ( heck pt rlormaiu e of 
all ead\ -introihu cd brands. 

The recipe is b.ised on an an.iK - 
sis of nine case histories taken di- 
rectly from .Nielsen I'uod Index 
files, .Ml are new brands with a 
ileinoiistrable consumer plus, de- 
% eloped with adequate consniuer 



Ch.irt .\ 
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ALPHA 1^6.4 I 0 

BETA n4.1 I g 
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is the 

one-station 
network 






Turning on the creative light in 
programming is something that 
happens regularly at WPIX-li. 
The presentation of our unique 
Documentary Specials is a good 
example. 

Since WPIX-1 1 started produc- 
ing its own provocative specials, 
other producers have been at- 
tracted by this climate of imagi- 
native programming and have 
brought some of their most note- 
worthy productions to New 
York's Prestige Independent. 

Twelve more Documentary 
Specials have just been added 
to the current season, including 
six new David L. Wolper hour 
specials. 

When you're looking for the 
bright light of imaginative, at- 
tention-getting programming for 
your product, look to WPIX-1 1, 
New York's one-station network. 

WPIX TV/11 

THE ONE STATION NETWORK 

NEW YORK 
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product studies, and market-tosted 
in the crueible of actual sales con- 
ditions at the retail store level. 
Brands Alpha, Beta, Gamma, Delta, 
and Epsilon referred to in the 
charts are food products; the others 
are lunv brands of household prod- 
ucts. Share of sales vs. share of ad- 
vertising were based on estimates 
derived from published sources and 
cover the ax'erage introductory and 
grow th period of tw o years. 

Share of market attained ranges 
all the way from Kappa's 39% to 
Beta's 4.1%, as seen in chart A. 
While differences in marketing con- 
ditions, product advantages over 
competition, strength of advertising 
appeals, number of brands previ- 
ously on the market in the new 
brand's product classification and 
consumer promotions all have a 
bearing on the share of sales at- 
tained by each brand, noted Peck- 
hain, "the second half of the chart 
suggests share of advertising is a 
prime factor." It is apparent that 
the new brands having the highest 
share of sales also have the highest 
share of advertising. 

This relationship is so consistent, 
he said, that a curve showing the 
ratio of the two variables could be 
a quite useful guide (see chart B), 

Goals and advertising 

Normal expectancy as deter- 
mined from Peckham's experience 
curve calls for an advertising share 
of about twice the share of market 
goal established, up to a level of 
approximately 17.5% of sales, about 
1.5 times the share of inarket ob- 
jective where the goal is from 17.5% 
to 30% of sales and about 1.1 to 1.2 
times for share of market objectives 
greater than 30%. 

Once the manufacturer has de- 
cided on the share of advertising 
to he maintained o\'er the brand's 
normal growth period of about two 
years, "you then have the task of 
estimating what total advertising 
expenditures will be for all brands 
combined over the two-year period. 
Multiplying these two figures gives 
you an estimate of what your dollar 
advertising investment should be 
in order to realize the share of sales 
goal you have set for yourself." 

Curve can also be used as a check 
on the performance of a brand al- 
ready introduced. Plot the attained 
share of market during the intro- 
ductory jx'riod, i.e. the first two 



Chart B 

SHARE OF SALES VS. 
SHARE OF ADVERTISING 

Xetv brand experience curve 
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years, against the average share of 
advertising over the same period. 
If the resultant point falls well to 
the right of the curve, like Omicron 
for example, performance has been 
better than average; if it falls to 
the left, performance has not been 
up to par." 

ClifFord L. Fitzgerald, chairman 
of the board of Dancer-Fitzgerald- 
Sample, discussed the contribution 
of advertising, particularly food ad- 
vertising, to the efficiency of the 
American marketing system. 

Using the grocery business as 
example, Fitzgerald reminded that 
advertising allows freedom of 
choice. Some 40 million Americans 
make more than 400 million buying 
decisions every day. "Can you im- 
agine the clog in the aisles if each 
decision had to he studied out from 
scratch right on the spot? " he asked. 
Advertised brands make possible 
freedom of choice, speed of mo\'e- 
ment, and volume of movement, 
without which "the same quality 
product would cost the cousuukt 
more — both distribution and manu- 
facture would be less efficient and 
more costly. 

"Adxertising is a dynamic force 
that develops speed of mox'cment — 
therefore, greater momentum of 
volume distribution. This contribu- 
tion of speed means that a good 
product elimbs to \'olume in a 
shorter period of time than it would 
without ad\'ertising. It also means 
the failure or oleath of a had prx)d- 
uct is accelerated by advertising." 

Those who talk of "hidden per- 
suaders" ha\'e nex'er worked at the 
job of using advertising to build a 



brand, he said. "These men vvlro 
write these books attacking the 
American way of marketing with 
advertised brands have the advan- 
tage of a one-tirae sale. They don't 
have to rely on a repeat purchase. 
If their titles are sufficiently daring 
and attractive — if the jacket is good 
— and they are attacking something 
big and familiar to people, they 
make some one-time sales. They 
can make money on this once but 
they couldn't build a brand thi§ 
way." 

ISeivspaper strike 

That ad\crtised brands contrib- 
ute a "natural x'igor and strength" 
to the total economy is evidence of 
what happened in last x'ear's 114- 
day New York newspaper strike,,, 
concluded Fitzgerald. 

Freedom of operation within the 
food industry has inet some new 
threats in recent months from such 
di\'erse quarters as Rachacl Carson 
and Federal go\'ernment in\'estiga- 
tory interest in packaging and label- 
ing. For this reason, among many 
others, the problem of public mis- 
information, as rex'ealed in the 
CM A consumer attitudes pilot 
study, looms especially large. 

one conducted in tervieivs 

The Opinion Research Corp. ef 
Princeton conducted a series of. 
depth interviews of indix'idual con-* 
siimers and groups of consunieiri, 
Highlights as outlined by Binghain,j, 
include: 

(1) The image of the food indus- 
try as a whole appears to be gener- 
ally faxorable. However, consum^ 
ers understand in a broad w*ay onl|r 
the GMA-promoted concept of 
"Life Line of America," and have 
onh' a vague and confused notion 
of what manufacturers actually dij 
to prepare food for their use; and 
ex'cn less idea about what costs itif 
incurred in doing this. 

(2) While consumexs voicetl kq 
comi^laints about supplies or prices, 
they had only a dim notion of thr 
costs which enter the food doUnr 
at x'arioiis stages and lacked aft|' 
clear concept of the inijiortanco^ pf 
kinds of cost such as hibor, tmm,% 
etc. 

(3) Food industr\' jyrofits didii't 
seem of special concern to tlioSf 
eons u mer s inter viev\ed . 

(4) \\ hile most consumers afe 
positive aljout food products, some 
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;in* coin tTiird about acUIitix rs .iiid 
pest icicles. 

(5) M.iiiy iiitfiA ii u td ort tl 
iil.iimf.irliinT.s liraiids (>\cr ])ri\ atf 
sloii' hraiuls hut tlicrr ui-ir .i siu- 
nificant imiiiiImt (iI otlu r tuiisniiHTs 
who r\pics.s«'cl thf frrliiiii that store 
brands arc clu-apt r than maiinl.ir- 
tiirtrs' brands and are olteii adr- 
(jnatr, rtpial, and in snine rases 
superior in i|nahty. 

(G) A nunilu-r of eon.siiiners did 
comment .ibont such things as 
paekaijes less than fnll, the number 
of .sizes, location, and \ isibility ol 
net ueight statement, and non- 
eonforuiit) of the actual product 
with the picture ou the package; 
also the possibility of ha\ inu a <^o\ - 
eriuneut agency or the \arious 
ade associations establish standard 
weights and .sizes. 

(7) There w.is difFi-rencc of opin- 
io u on the value of cents-olT and 
other price promotions, scepticism 
alK)ut other "specials," ami some 
feelinu that advertising adds to the 
cost of food products. 

(S) W hile C(uisumers apparcutk 
[ircfer controls to be at a uiininuun. 
they do approve of present govern- 
ment regulations as necessary. 
|Some felt there were certain aspects 
of the indnstr\- that are not com- 
pletely satisfactory and some would 
look to government for further 
regulation on specific points, like 
packaging. 

A fnll scale study would provide 
essential information which the 
pilot does not, said Bingham, and 
shtiukl concentrate in those areas 
vhere the pilot indicates the pres- 
nve of consumer attitudes '"based 
Hii lack of know led ue or iiu'sinfor- 
ination." ^ 



Tv mart test for Swank 



\ 

I irdevision has a hot new prospect 
' n the 65-yi'ar-old Swank, inc., na- 
ional. multi-product uiamifaeturer 
>f jewelry, leather goods, and toi- 

trtries with more than 1(),0()<) 
JCfllers. 

Company. \ ia agency Shaller- 
'Uibiu, has seized on the pre- 
'Christmas season us an opportunity 
o tv test its new Jade Kast line of 
npii's toiletries. It's lookiuu for 73 
IXJts in Los Angeles. Detroit, and 
vtlAnta from December. This 

' in addition to its usu.il he.ny pre- 
^hristmas space campaigns. 



FiECORD CHEVY AUDIENCE 

C'he\ rolft's 1 I passenger ear huenp re( «i\ cd the biU"< st tch \ i- 
sioii introduetiou in th" cnnip.Mix's bistorx reat luu" tun third 
mori' t\ forms tb.ui .ui\ pics umis new niodi l .muomic ' Iik-uI 

\ppr(i\im.itel\ sc\ en ol 10 television honit s m (hi < < nmti \ 
3.3,7nO,(K!<), reccixed the ( ,'ln \ rolet new -( .ir stor\ durniU ibt lour 
d.i\ auuouncement weekend, according to .i spec i.d smtm \ ton 
ducted bv .A. ( Nielsen and amiuuncccl b\ jack I /.crd < lu \ lolel 
advertising man.iger. 

Izard said the snr\ cv 
showed approximate eight 
minutes of Che\ rolet com- 
mercial time were seen in 
the 3.3.7 million homes with 
the new ear im^ssage deliv- 
ered 2.1 times into each 

The record aimouuee- 
inent w as aided by an un- 
precedeiitcxl bu\ of 1 1 ..") 
commercial minutes lui 
AliC T\'. Friday, 27 Sep- 
tember. This was recei\ cd 
in 20.8 inilhoii different 
homes lA times during the 
cla\- w ith 5.7 minutes of 
commercial time in each. 

In cfTect, Che\ rolet spon- 
sored about half of the en- 
tire network schedule for 
the day with cominerei.ils 
included in 11 dilFcrcnt pro- 
grams II a.m. to 1 1 : b5 p.m. 

Another big boost came 
from the 5.5-minnte "block- 
buster" on ChcNTolet Bon- 
anza show on XBC, which 
was screened in 17.6 million 
bonies. The Bonanza spe- 
cial, using Lome Greene. 
Pernell Roberts, .Michael 
Laiidon and D,m Blocker 
and his four c hildren. ran 
at the end of the 29 Sep- 
temlxT show. 

Chevrolet "s announce- 
ment weekeud u as launch- 
ed on the jiniinij Dean 
Show. Tlmrsda\ , 26 Sep- 
tember, seen in 8.9 uiilliou 
homes according to Niel- 
sen. Chevrolet, sponsoriim 
the full hour of Rtnitr 66 on 
27 September on CBS. 
reached 8.1 million homes 
with commercials delivered 
bv "66 " stars Martin Miliicr 
and Glenn Corbet t. Aueiicv 
is Campbell-Lw aid. 




Animation composite used as opening tv 
billboard for "Chevrolet Day" is shown 
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Burroughs 



Burroughs adds to duties 
as Air France exec 

Presentl\' adx'ertising manager for 
Air France, Paul Burroughs has 
been promoted to ad\ertising and 
creative ser- 
vices manager. 
He joined Air 
France as ad- 
N'ertising man- 
ager in 1956, 
following a 17- 
\'ear associa- 
tion with Amer- 
i c a n Export 
Lines. With an 
American ex- 
port sul^sidiary, American 0\'erscas 
Airlines, Burroughs was stationed 
in Genoa from 1946 to 1956 as ad- 
\'ertising manager for Europe. In 
his new post, he will coordinate 
Air France's advertising, merchan- 
dising, and direct mail campaigns 
throughout the Division. 

Quints for Beech -Nut 

Beech-\ut Baby Foods (via Ben- 
ton & Bowles) sponsored the first 
full-length documentary program 
on the Fischer quintuplets last 
night marking the first time this 
company has acquired total spon- 
sorship of a network tv show. 

The baby food manufacturer ob- 
tained exclusive sponsorship to the 
special 3()-minute report on the first 
sur\'i\'ing quints horn in the U.S. 
to highlight its most extensi\'e fall 
advertising program in the com- 
pany's history. 

The tv report was prepared h\' 
ABC News in association with die 
Curtis Publishing Company. 



NEWS NOTES 

Elsie makes legit debut: liorden's 
J'llsie the Cow, whose theatrical 
career has included almost e\'er\' 
medium from mo\'ies to t\', will 
make her debut as a stage actress at 
the i\ew York World's Fair wIkmi it 
opens 22 April, Elsie, who was first 
introduced at the New York 
World's Fair of 19.39. will star in a 
musical re\'ue, /\// Ahotil Elsie, to 
be j^resenled e\'ery (luarler hour. 
Supporting Elsie, in person, will be 
a cast of three-dimensional, elee- 
Ironieallv controlled animated char- 



m 



acters. Another feature of the Bor- 
den exhibit, which will occupy the 
entire top floor of the Better Li\'ing 
Center, will be the Elsiesphere, a 
take-off on the Fair's symbol, the 
Unisphere. 

Zenith breaks records: Zenith Ra- 
dio Corp. sales and earnings in 
both the third cjuarter and nine 
months established new 45-year 
records for the periods. Net consoli- 
dated earnings for the nine months 
ended 30 September rose to an all- 
time high of $12,570,000 or $1,37 a 
share. This represented an 8% in- 
crease o\'er the previous record 
nine montli earnings of $11,591,000, 
or $1.28 a share, reported in 1962. 
Sales during the period reached a 
record $257,907,000, up 14% from 
the $227,006,000 reported in 1962, 
Zenith's pre\'ious record first nine 
months. Distributor unit sales to 
dealers of Zenith color tv receivers 
were nearl\' double the first nine 
months of 1962 and September unit 
sales of color tv recei\ers, at the 
distributor to dealer level, were 
60% ahead of the pre\'ious record 
month of March 1963, Zenitli also 
reported. 



NEWSMAKERS 

1. E. KiLLiAX to niarketiiig inana;- 
ger of Humble Oil & Refining Co.'s 
20-state Central Region, succeeding 
Samuicl E. CuAHLro.v who became 
\'ice president for marketing. Adex 
P. WiLLi.AMS, Jr., manager of ftrel 
oil and reseller sales will succeed 
Killian as sales manager of the 
company's Eastern Esse Region. 

Edward Barry Roberts to the 
pubic relations staff of The Ameri- 
can Bankers Assn. He is a veteran 
writer and executi\e in the fields 
of radio and tele\ ision. 

C. Gus Gr-ant to vice president 
for operations of the Ampex Corp, 
He was \'iee president and general 
manager of the video and iiistrti- 
mentation division. Robert \\'eis- 
MAX, formerb' manager of engin* 
eering for \'ideo and instrument^* 
tion, succeeds Grant as general 
manager. 

George Watkixs to assistant ad- 
\ertising manager for bread prod- 
ucts of the Continental Baking C&, 
He was brand ad\'ertising manager 
for Minute Maid label products of 
the Minute Maid Co. 








LIQUID DOVE IN DENVER TEST 

Lever Bros, opens commerGial for its new Dove liquid detergent for dishes; 
with a real dove flying through window, then switches to close-up of its 
product. Ogiivy, Benson & Mather is agency. Photos by Radio Tv Report^ 
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Stewart warns crisis coming 



Sees growing distrust in relations of advertiser, 
agency, broadcasters; suggests steps for solution 



Wr II WK \<)l KI I N .it .ill li.ip|)> 
.ihoiit tlic i iinrnt st.itt' of .icl- 

V< l tisci". .im'lU N . .111(1 hlO.lllcMStiT 

rt'l.ititiiis ... I tliiiik w f li.i\ i" ht rii 
w .iti'liiiiii the tk'\rli)pmriit ol .1 
tirowiiiii distrust . , , aiul an alarm- 
iiit; .111(1 sti'.icliK iiurc.isiiiii ti'iiil- 
cMiiA for racli to bl.iiiu' tlu- otiii'is 
for prohlrms \\ liicli arc i-ssi iiti.ilK 
iniitiKil. 

Tims (lid I).i\ id (,'. Stew .11 1. pics- 
idciit of Kfiiyoii <.\ lukliardt. ad- 
drcssiiin the Inti'rnatioiial Uadio 
and 1VU'\ isioii .Sot ict) in Nt'w York 
l.ist week, \\ .irii ol an iiiipcndinu 
"daiiucrons crisis in icl.itioiis of 
tlu* tlircf <4ronps. a crisis uliirli lias 
not l)('cii snlfic iciitK rccomii/cd 
within the hiisincss." 

The industry cannot allord, 
Sicu.nt said, "to let t\ and radio 
dcUciicr.itc and dccliiu". Were in 
this together, and oiir .stakes are 
crlornions. I'or national acKcrtisers 
lod.iy, t\ is not simpiv their f.i\ orite 
iiTcdiiiiii . . . It has hecoiiie the al- 
most iiidispensahle tool of modern 
\nierican market iii<4. 

When the three uroiips con- 
cerned with radio-t\' acKertisiiiU 
"hes;in cpi.irrelinu and i;ripin<z 
•maiiist each other in piihlic . . . We 
.ire .siiiipK destroying our own .self- 
interest, and pl.i\ iiiu straight into 
the li.iiid.s of onr iniitnal enemies. 

To coiiih.it the "ipinrreliiiu. 
.%e\vart .sii<;ucsted the iiuhi.str\ 
iironp.s "sensibly and sanely" get 
together "in an atmo.spliere of nin- 
tnal respect, lie uffcred six step.s 
leading toward tliat atmo.spliere: 

k "The present situation calls for 
a brand ne\\ type of biisiiics.s states- 
mnnsliip. We can't rel\ 011 the nar- 
rosv. partisan approaches of the 
ipiist." 

► "We must make an e\ en ure.it- 
er elFort to work w ith broadc.isters 
tlian we do with maga/ine or new s- 
paper pnbli.slicrs ( becan.se) gov- 
'ninicnt liceiisiim, and the .sh.ulou 
if government control place .speci.il 
lemands. not only on tv and radio. 

on n.s as well." 

► "We must face the f.icts of life 




Dav id C. Stewart 



about the .Hit I- trust l.iw s and 11 ( o^ 
iii/e that \v e ( (imot liupt nor will 
be .illovv ed (0 SI i|\ < the pri'bl<-m 
I )\ uroup .(( lion ( iiiKKiitli-e .ulmn, 

(!(■ aSS( )( l.lt 11 III .(( (lull 

y "We iiiiist define tin i'\.!{| 
roles ol .i(K I'l tiser. .(geii(\, and 
bro.idc.isti r 111 luodern c omin> rcial 
br( i.ide.istii.n. 

^ " I l.i\ iiig re-di lmed the roles 
.111(1 I iiiK lions of e.(( h . . \\ e miisl 
beuin ediK.<tinu our ow 11 people in 
u li.it the) .ire W ithin the 

.(lieiK \ business tlu re is no .ispi t I 
(»l niedi.i \\lii(h desir^es more .d- 
teiitioii lb. Ill the role .md fuix tioii 
of the bro.idt aster . . . \iid \ oo. .is 
bro.idc.isters. li.ne .in eipial respon- 
sibilit\ to do a better job oi nndi 1 - 
st.indiiiii .(lid iiiterpretiii'4 iis. 

^ "\\ i- must begin t.ikiii'4 posi- 
ti\ e steps to sliou tli.it we niider- 
st.iiid and sh.ire e.(eli othirs prob- 
lems," 



Agency code support urged 



Aiiei unsiNcaizeiicies.n.itidii.il ones 
as well as reuion.il .md loc.il. 
can eiicoiii aue oIisitn .nice of ^ood 
.stand.irds of practice by sho\\ im: 
preference to tlio.se stations lia\ iiig 
Mich st.iiid.irds w ben they buy .id- 
V ertisiiig schedules in heli.ilf of their 
clients. This is the opinion of |oliii 
Cloyle, president of K\'IL. I). ill. is. 
Tex. IS. in testiiiioiiv before the 
I louse Siibcoiiiiiiittee on (aiiiiiiiiiiii- 
cat ions and Power The 1 louse 
group is w ciiibiiig .1 bill proliihitniiz 
the ['CC] from p.issintj rules th.it 
would intrude upon the riulits of 
free enterprise in bro.ide.ist nm. 

"This doesn t mean tli.it the\ 
( .iiieiicies ^ would li.iv c to bin oiiK 
those st.itioiis snbsc ribinu to the 
.\.\M Code." Co\le .111 .\ \H bo.ird 
member st.ited 111 coiiiiiieiits elos( l\ 
followiii'4 those expressed b\ Ken- 



von & l''c kh.irdt (see sn insi m. 21 
.111(1 2S ( )t toiler ) . " TlieN (..in bii\ 
am st.itioii tli.it \M)(il(l observ e re.i- 
soii.ible st.iiid.dds .iiid 111. ike tlios.- 
st.md.irds known to Hie .lUi lu les 
1 11 other words, here too. the .itt.ini- 
iiieiit of '400(1 coiiiiiierei.d b.il.inee 
111 r.idio bro.ide.ist iii'4 ( .111 be souulit 
tlironuli \ oluiit.irv eoo|>er.iti\ e iii- 
diislr\ .(( lion in our s\ stein of free 
bro.ide.istiiig. 

Ill f.(t t. ill the major m.irkt Is 
w here ninth of the time bin nig is 
done tlironyli lot al a(b i rtisinu 
• lUeiu ICS. \ on w 1 II find th.it tl U's( 
.iiieiieies .ilre.idx do f.n 01 the st.(- 
I ions tli.it li.ue sound eoioiiicri lal 
polities .uid .(re free «>l t <>ini(irr- 
ti.il t hitter I oiih wish the larile 
ii.itional .i(b ert isiii'.'. .lUiiuies v\ ( n 
e(|ii lib w ell-infi run d .ib< lit liH.d 
t (nulitioiis. In s.nd ^ 
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TOP 50 AGENCY BILLINGS A 

SPONSOR survey shows all-media business up 6% over '62 as 
radio-television's share rises 7% to reach $1.9 billion volume 



TiiE HALF-HUNDRED ageiicies con- 
trolling a good quarter of U.S. 
advertising business should bill $3.7 
billion this year, 51% of it in televi- 
sion and radio. 

SPONSOu's annual Top 50 agency 
projections, just completed, show 
all-media business for this group up 
6% and the air share up 6% to $1.9 
billion. 

These advances show a slightly 
decelerated gain from last year's 
estimates of a 7% all-media advance 
and 8.7% broadcast gain. 

Broadcasting's proportion of Top 



50 billings has oscillated the past 
three years from 1961's 49% to 52% 
in 1962 to this year's level of 51%. 
As estimated total billings by the 
Top 50 moved up from some $2.5 
billion in 1956, radio and television 
have ascended to their present 
dominance from a 42% share in the 
top-50 total that year. 

While broadcast now dominates 
the media picture, the rate of gain 
for television and radio may be 
starting to level out. Television in 
the Top 50 seems to be moving 
more slowlv, with an estimated ad- 



vance of under $100 miljiuii ai 
comjiared with a 1961-62 increase 
of 10.6% in spoxsor's '62 projectioxiis 

If an industry estimate of an IIM 
tv gain this year holds up, an imp^li" 
cation of the declining percenta<^ 
increase in the Top 50 could be that 
television's new growth is coming 
from a surge at the lower billiiii' 
or hometown agency le\'el. 

Radio proportionately speaking 
registered a more striking increase 
this year with better than $30 rjiilr 
lion more than estimated for thi 
Top 50 agencies in 1962. 
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TELEVISION, RADIO, OTHER MEDIA HAVE A HEALTHY IftS 

Total billings Radio/tv billings Radio billings 
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ECORD $3.7 BILLION TOTAL 



Aniniii; the ai^t'iuy tit;iiis in hill- 
ims. giniit J. Waller Tlioinpsoii — 
till' world's l;iri;est ad agency — is 
again at the top of the t\ /radio 
hillings totem pole, thanks in part 
to the trend whereby national ad- 
IVgrtisers, in many categories and 
"illings classes, are now spending 
iri a\'eragc of abont six ont of e\ er>" 
10 national adxertising dollars in 
V. By the sheer weight of its long 
nid varied client list, "J. Walter" 
vilj have had some $160 million in 
rrondeast hillings for 1903 t\'. 

Vonng & Hnhicani. which ranked 
a fonrth place in a 1961 stndy and 
hird place in the 1962 snrvey has 
UDved np an inxportant notch to 
second place in the 1963 findings, 
Kith an estimated $127.1 million. 
*Jie Y6cR ranking is still more than 
30 million behind the broadcast 
lillings l.gr.re of JWT, hnt it's in- 
erestiug to note that the Y&R gain 
-lip more than $22 million from 
(.962 levels — is ahont four times as 
reat as the gain registered in JWT 
illings, abont $5 million. 
■ Tetl Bates, third-ranked in the 
mson snr\ey (see table, p. -II), 
as shown a slight — hnt significant 
Hlrop in broadcast billings, as 
mipared with last \ ear w lieu the 

Igency held second rank. Bates' 
iHings are estimated to be $113.8 
lillion for 1963. Source of much of 
>e Bates slide-off is a reduction in 
amount of (v spot billing being 
iindled by the agency, and an even 
larpcr reduction in network tv 
illing. 

Fourth place in the study is held 
BBDO, which has shown a $1.5 
illion gain this \ ear in broadcast 
llings above the $100 million 
I led throuuh the noted Madison 
venue ad shop last vear. .\t 
TOO. there was (unlike Bates) an 
crease in spot t\ billinu, even 
ough (like Bates) there was a 
duction in network tv billing. 
.^JcC ann-ICrickson has returned 
live broadcast top fi\e this year 
(h air billings projected at $97 
llion. rising from what uonid 



hiive been seventh place last v ear. 
according to estimates. subse- 
(piently rev ised iipvv.ird. Two years 
ago MeCann was at the same fifth 
broadcast rank in the sroNson sur- 
vey, and in IfXiO this agency, largest 
of Interpnblic's advertising com- 
plex, was tied with B.itcs for third 
place. 

Leo Burnett, which was a strong 
fifth rank last year (having topped 
si\th-rank Benton \" Bowles by 
some $15 million in broadcast bill- 
ings in IfX>2), has lost its edge to 
B&B in a close race this year. B6cB. 
for 1963, will have hilled $92 mil- 
lion in the broadcast media, out- 
pacing the Burnett agency with 
air billings totalling some $!X).2 mil- 
lion for 1963. 

Foote. Cone Belding is hack 



C.vMPHKix-EwALn. gciierallv rank- 
ed as one of the top dozen 
agencies in the country with bill- 
ings over $1(K).{KK),(HK). announced 
last week the acquisition of another 
ageni-v. 

Thomas B Adams. C-F president 
said the Detroit agency li.id ae- 
cpiired all ol the Caliloruia oper.i- 
tioii of Fletcher Richards, Calkins 
and Ilolden. A total of 22 accounts 
will be added to the Campbell- 
Fvvald client roster. 

rile new clients to be serv iei'd 
by the W estern Div ision cov er 
mamifacturing, processing and ser- 
vices of regular and instant coflee 
(J. A. I'olner & Co.): sugar (Spreck- 
Ics Sugar Co.); thrift and lo.ni The 
Morris Plan ('o. of California), 
ethical phariu.icenticals (The Stuart 
Co.), soft drinks (Carbonated iie\ - 
erai^e Div ., of ( "aliforni.i Paekinu 
Corp.); smokers .icciNsories (The 
Tar-C.ird Co.); and candy products 
(Chirardelli Chocolate ("o.). 

Camplx'll-ICwald has been servic- 
ing such w est coast clients as the 
Pacific Area Travel Association. 
Oakl.mcl Zone Chevrolet De. tiers 



in the toj) ten. with eslini.itrd ,iir 
expenditures of SS.*). I nullion this 
year, after dropping a few notches 
in 1962 si-ONson rankings. Willi.un 
i'-stv . w ith a probable $7S million 
in broadcast, is down to Iltli j)lacf 
this \ e.ir. follow ing I'"( ,'B s re-entry 
into the top 10. Ivstv had held to 
seventh place for two \ears in the 
pre\ ions projec tions 

("lose examination of the charted 
figures in the .seossoii snrvev will 
reveal some interesting trends 
among the toji five agencies. 

For one thing. ;i larye agency's 
above-. ivcrage weight in the pro- 
portion of broadcast billings to its 
total billings does not unarantee it 
a foremost rank, althoiiuh it's likelv 
to he high. Bates is spending .VTc 
of its total hillings in air medi.i 



.\ss(H\. New Zealand C^ov crnuienf 
Tourist Dept.; Indonesi.ui ( iov eru- 
nient Tourist Council. Also much 
of the tv work for ('hev rolet is 
handled in the I lollv w ood office 

King 1 larris, w ho has been in 
charge of the Western Division of- 
fices of Fletcher Richards, Calkins 
and I loldeii in S.in Franc isco anil 
Los Angeles, w ill Ix'ionie an evecu- 
tive V ice president of C.nnplH-ll- 
Fwald and take charge of all tin- 
west coast accounts for the auc uiv. 

Richard C. ^ Dick ) I'r.uii is v\rl! 
continue as a vice j)residc-nt of C-F 
in charue of all Chevrolet .iiiount 
ai tiv ities in I lollv w ooil and south 
ern C.ilifornia. Milburu (Mel) John 
ston w ill continue as a C I" vue 
president and w ill h.uidle all 
Chevrolet account activ ities ni the 
Pacific Coast region. 

Last montli C^aniplx ll-l'w aid an 
nonuced th< \ h.id acqnirtd llill 
Roller. Mason b: Siott. Ine ol Chi- 
tauo. \fter the first ol the \ <• ir this 
oHiie will bensine a Cainplw II- 
Fw .lid Division to In- headed bv 
Iv .III ! I ill. w ho u ill I Hi onie a s« ni >r 
V ic e president ^ 
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more than any of tlie top fi\'e agen- 
cies — l)iit it runs notablv heliind 
JWT, wliich puts only 52% of bill- 
ings on tlie air. 

While t\' /radio reputation gen- 
erally is considered an asset in 
wooing new agency business, it 
does not follow that this is the area 
of greatest profit opportunity. 

Agencies ha\'e been out of the 
program production business for 
years, but production and casting 
staffs for commercials alone ha\'c 
grown far beyond any need in the 
heyday of agency production of 
radio programs and early t\'. 

Profit is hard to earn both in 
network and spot, meaning that 
agencies and others in the business 
must look for ways to cut the over- 
head. Leo Burnett's executive com- 
mittee chairman, Philip E. Schaff, 
Jr., ill a speech this month, cited 
rating reports as an "unbillable 
statistical expense." As agency 
members of the American As.sn. of 
Advertising Agencies wateh profit 
percentage of income slip to 3.33% 
of income, SchafF and his col- 
leagues are looking ;it such items 
as speculative storyboards and 
agency help on product develop- 
ment with a cold eye to fat-trim- 
ming possibilities. 

Sonip agencies on fee basis 

Attention given by the agency 
trade to billing systems is sympto- 
matic of the situation. At least two 
in spoxson's current Top 50 do some 
work on a fee basis rather than 
the traditional 15% media commis- 
sion. Ogilvy, Benson 6c Mather and 
Ketchum, MacLeod & Grove have 
been pioneering this way in search 
of a fairer return on advertising 
work and expenditures. 

However the profit margin re- 
solves itself, leaders are calling on 
advertising to do its part in push- 
ing up national consumpticm, pro- 
duction, and well-being. 

Upward ino\ ement of the Top 50 
shows the call is being heeded. 

As total ad\ ertising product con- 
tinues its year-by-year climb, the 
peak of the Top 50 range has moved 
np $5 million to $'160 million in 
annual time and talent billings. 
Miniminn admission fee to the elite 
group is now $8.9 million, only 
$200,000 m()rc> than last y(>ar's bot- 
tom limit of $8.7 million in air ex- 



penditures. This broadcast range 
compares with an all-media range 
of $12 million-$304.5 million for 
these same agencies. 

While the billings range has 
mo\'ed up, the median broadcast 
billing for Top 50 air agencies has 
stayed about the same at $21.2 mil- 
lion in this year's estimates, com- 
pared with $21.3 last year. 

Business drama is to be found 
on the bottom of the list as well 
as the top. Entrants to the Top 50, 
either new or o\'erlooked in the 
past, are Ketchum, MacLeod & 
Grove, Arthur Meyerhoff, and Rich- 
ard K. Manoff. Fletcher Richards, 
Calkins &: Ilolden is back for tbe 
first time since 1960. 

Those not appearing from last 
year's group include Mogul, Wil- 
liams & Saylor, which missed by 
$200,000, and Reach-McClinton, 
which was $1.8 millicm shy of the 
$8.9 million lower limit. Allowing 
for inaccuracies in projecting 12- 
month billings before the books 
are closed, these also-rans could be 
did-runs before the year is over, 
but whether or not they ha\'e been 
unfairly shouldered out of the pic- 
ture cannot be known until final 
results are on the board. 

Among 1963's hot agencies, Post- 
Keyes-Gardner and Papert, Koenig, 
Lois were fast runners in the lower 
half of tbe broadcast Top 50. PKG 
sprang from 41st place in spoxsoh's 
list last year to 26, and PKL from 
47th to 33rd. 

Agency mergers following busi- 
ness losses and other adjustments, 
guarantee that no two year's lists 
will c\'er be quite alike. Interpub- 
lic in the past 12 months acquired 
one more Top 50 agency as a di\ i- 
sion. Acquisition of Erwin Wa.sey, 
RuthraufF & Ryan in October add- 
ed this agency to the Interpublic 
stable alongside McCann-Erickspii 
and McCann-Marsehalk and other 
divisions not on this li.st. 

Mergers rumored and in the 
making at year-end for several 
more augur changes in the pic- 
ture next year. Fletcher Richards, 
Calkins 6c Ilolden, which sold its 
vast coast office to Campbell-Ewald 
this month, could be merged into 
another shop this time in 1964. 
Donahue 6c Coe and ElHngton 
ha\e been reported merging, and 
further alliances can be expected 
in the months to come. ^ 



< How To 

I Agencies (and their billings) 

^ 1 J. Walter Thompson 

2 Young & Rubicam 

3 Ted Bates 

4 Batten, Barton, Durstin e & Osbort| 

5 McCann-Erickson 

6 Ben ton & Bowles 

7 Leo Burnett 

8 Foote. Cone & Beldihg 

9 Dancer-Fitzgerald-Sample 

10 Compton 

11 William Esty 

12 N. W. Ayer 

13 Lennen & Newell 

14 Sulliv an, Stauffer, Colwell & B^yj ] 

1 5 Grey 

16 Kenyon & Eckhardt 



17 


D'Arcy 


18 


Norman, Craig & Kummel 


19 


Needham, Louis & Brorby 


20 


Campbell-Ewald 


21 


Maxon 


22 


Cunningham & Walsh 


23 


Ogilvy, Benson & Mather 


24 


Wade 



25 Gardner 



26 


Post-Keyes-Gardner 


27 


Campbell-Mithun 


Doherty, Clifford, Steers & Sh^ 


Erwin Wasey, Ruthrauff & Ryan 


30 


Tatham-Laird 


31 


Doyle Dane Bernbach 


32 


Fuller & Smith & Ross 


33 


Papert, Koenig, Lois 


34 


Parkson 


35_ 


Ketchum, MacLeod & Grove 



36 W. B. Doner 



37 Geyer, Morey, Ballard 



38 Arthur Meyerhoff 



39 McCann-Marschalk 



40 Grant 



41 North 



42 D. P. Brother 



Lawrenc e C. Gumbina er 
Edward H. Weiss 



43 
44 

45 Fl etcher Richards. Calkins HcJ 

4 6 Richard K. Manoff 

4 7 Guild, Bascom _&_§°Oiit' ' 

48 Don^ue & Coe 
Warwick & Legler_ 

50 Honig-Cboper & Harrin g ton 
* Projertrd aihertising o^wi^' |ij 
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Tv-radio ae^ricies fared in 63 
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Total ajency 
1963 1962 
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133.5 
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88.6 
50.5 
54.0 
90.0 
42.2 
50.5 
54.0 
30.0 
49.6 
32.5 
51.0 
27.6 
57.0 
_ 28.5 
74.0 
58.0 
23.0 
18.5 
44.5 
17.0 
49.0 
14.5 
40.0 
31.0 
19.5 
34.0 
23.5 
20.6 
24.0 
12.0 
18.0 
_ 31.5 
23.0 
16.7 



290 0 
218 1 
1400 
2500 
1900 
111.0 
1460 
1350 
107.1 
102 0 
95.0 
162.5 
100.0 
66.4 
680 
93.0 
88.6 
48.8 
47.0 
90.0 
349 
41 8 
50.4 
26.5 
49.7 
16.2 
55.0 
274 
57.35 
255 
65.2 
54.0 
13.0 
17.0 
37.1 
17.0 
44 5 
13 4 
36.7 
30.0 
17.0 
330 
24.0 
19.6 
31 4 
10.2 
16.0 
34.9 
24 1 
15.8 
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^^Innovation'^ misleacling, 
B&B president suggests 

Initial thrust alone never sufficient, Hesse notes 



11 1 THINK it would be an excellent 
I idea to drop the word 'innova- 
tion' from our marketing vocabu- 
lary," is the opinion of Benton & 
Bowles president William R. Hesse. 
"Innovation suggests a fixed and 
tangible thing, and that's mislead- 
ing in the context of today's world," 
he added. 

Addressing the Detroit Ad era ft 
Club, Hesse argued for emphasis 
on "innovating," which suggests 
"the constant applying of a creative 
force to our activities." This is the 
only way to keep products at high 
profit levels and o\'ercome the 
"profit barrier" which results from 



fierce competition, excess produc- 
tion capacity, consumer sophistica- 
tion, and the rapid rate of techno- 
logical de\'elopment. This barrier 
has greatly shortened the period of 
significant profits which can be 
realized from a new product, he 
said. 

"In this changing world of ours, 
product mortality is, of course in- 
evitable. But that doesn't mean that 
product longevity is an impossible 
goal. An ode to innovation at this 
time might seem like an oath of al- 
legiance to motherhood and home- 
made apple pie. But the testimoni- 
als often amount to little more than 



'Sunny Seven' marks 15th 




Ellen Dryer (1), tiiiicbuycr ;it W. B. Doner & Co., rceeives miniature 
birfliday cake from \VXYZ-TV (Detroit) publie serviee annoinici'r "Sunny 
Seven," marking station's 15tli nnniversary. Tlie eakes, eonipkte with 
Cliannel 7 loRo, were distributed to loeal uRcncy and client execs 



lip ser\'ice. . . . There is a danger^, 
it seems to me, that innovation m^y 
he sought as something to mourtt 
on the wall of your den, a trophy to 
point to \\'ith pride, forever occupy- 
ing the same niche in mellow mar* 
keting memories,^' he said. "But 
trophies have a way of tarnishing, 
And this is nowhere more true thaa 
in the world of consumer products,* 
Citing case histories from Benton 
& Bowles' accounts to prove h& 
point, Hesse defined innovation 
"not merely the doing of something^ 
like joroducing a ne\v product. Itis 
a force, a thrust like that whigh 
impels an object through spacgs 
And the initial thrust alone is never 
sufficient to carry any object on- 
ward and upward indefinitelj^; 
sooner or later the counter-forces af 
friction and gravity take o\'cr ail#i 
tlie trajectory becomes prett\' much 
that of the classical curve," he said. 
"And the fact that friction and 
gravit>' are represented in the mar- 
ketplace by competition, by chaolg* 
ing consumer habits, heightenetf 
sophistication, and diminishing ist- 
terest doesn't alter the basic truA 
of this premise." ^1 



Castle to head Colgatii 
operations at Ted Batei; 

Robert W. Castle, a senior vifie 
president and member of the hoati 
of directors of Ted Bates &: Co.^ hm 
been placed in 
charge of all 
Colgate-Palm- 
olive Co. oper- 
ations for the 
agency. Castle 
joined Bates in 
1957. He was 
elected a \ ice 
president in 
195 9 and a 
senior vice 




Castle 



president in 1961. Before that, he 
was an account executive with J. 
W'altcr Thompson- Dwayne L. 
Moore, vice president and accOWit 
supervisor, will assume rcspoiisiwl' 
ity for the Household Products 0i= 
\'ision of the Colgate account- 
Moore came to the agency in ISSI 
from Benton 6c Bowles, and was 
elected a vice president ill IS^'- 
Rudolph Montgelas remains man- 
agement representative on the 
account. 
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SPONSOR 



1963 REPORT 
ON TV 

PUBLIC AFFAIRS 
PROGRAMING 



This 200 page edition will leave critics 
of the television industry speechless! 

Sl'()\>()ir> Puhlic AlTair.x Kdition to lie puMi-liftl hiti' in DfcciDhcr 1963 
will (hamatifiilK pii'.-cnt the telex i-ion iii»lii-ti"\ - reiiurrkiihle e(iiitril)iitinn- 
to the eoinnuiiiity and national need.* of America. 

Here, in one 200 plus page edition. \s ill lie found the ke\ puhlie -er\ iee 
aceoni[)li>hnient« of ahoiit 330 tele\ i-ion >tation> and netw ork-. In all 
about 1800 [lublie a iTa i r> program- will he de-erihed a- to content, length. 
>ponsor>hi(). a\ a i lability to other -tation-. .\\s a rd> and ediloriali/ing 
practices of the .stations will he analv/ed. 110 will re\ieu the iu(lu-tr\ - 
acti\ itie> in public alTair>. leading cnbinnii-t* uill vote on the top 
public a nair> progran)> lor each netuork. 

All >l't)\s()U sub*criher> will reiei\ e copie- a- part of their -ub-< ripliou-. 
In addition co[)ies uill go to all nicniber- of the FCC. Congre--i(inal 
Conmiittee*. and .\*-ociation- i-oncerm-d uith t<de\ i-ion. K\tra ( i.pic* 
may be ordered at S2.00 each. I f \ on are not a -iih-i riber now \ on max 
get a copy bv entering \oiir -ub-cription nou at SF» per \ e.ir. 



adywtism§ Morm&tion on next page ► 



DISTKICT OF COLUMBIA 
Waahlniion 



WMAL<TV 



I Jl'MOR VnXACt 



SPONSOR P''*^'"^ 



Htmn IK n 

UitMiatutBf rtiM dmi uri 



2 COLLEGE BKCI^iS AT 1) 



ALniHOUVVf 



3 I)t SI I MS 



iwtv*<t nc n 

fits* l«C )»»<iwi .1 T1IF CHEF'S cm" 

t»itm U*ai|*i Mu** t*«f>il*> 

« Mf.llT OF niF I »* 



S I- *fi 70 t^C 



CUMal f 

Lit Niillafti* P*l( 

IWtmrt CIS n 

(■•M NtnaMl Itll)«*l 

i*|i*i*«tjnT« 111! 



Ui(t(UII»M THrtt tin* I Uttr 



Jracitartrr*] hrWuOnj v^vrttm {ot-vIcm fisi eool* to iIm 
liurlluiniK P*rtl£tj>iitiii8 ipimjorth'P M rolnutTS |l<I3-a>l. 
F mi ot t^nci ell progfTiiM drVglsnl to pi»c«) inlormu- 

piiwK ami «>ttre« s.IinUttetn o&rlal^ PvtKlp«UnK epoos-)'' 
thtl> V) mim.tn ri2 

PoflfsM of *n atrohollr itaiwinfi pmerm t4 ■ virtlm ttamns 
i» * tyvapiUl riHsm to n!«^n| of Mi^otwilk:* AJUWiymcM 
Pulkijuitin^ tponiMMship 30 minjln (2-24 031 
VtbtHt virwrd bv itrofruiotul (vunu-l)(». r)}«lkal pjo- 

^n«!i)t..p 30 mloutn 1I 20-631 

■itur> ol ilum sfrai bllehlinii natlcn'i capital. r«no«sl 
|iii>i!!)ni. snH pioMrmi of (jinllirt dup!*<nl •lum clou i 
'ntP Pdlliipatlns ipunionhip 10 inlnutct ;i'2l-63l 



Fhc it-iit <!<».• I (ni-vit»t> irtii-wini iJtial problrmi in tb* 
riaijini'i (.-njiital OjnipUt* f wnnfutuwi ol runmt issivs 
'.l»inK)«b(|i Cruip HospitBljMtnai afvl Slrdlial Srrrlie of 
I)t' H nM)<-> fl 23 n3 and e-£«~ftl) 

vt,i(l> lit NjiIiiI KiiitiiH^h t Hospital Mul thr nMntally (11 
^.iilr ni-n) f..| publlP to Viiow lubtrrt S|>nntor« Group 
ll>'<^itilloit>i>n ■Ml] Mn!ll<itl S«vi« (j( DC a<» mlnutn 
lll-T.fl-Jl 

sp« >.il rrp->i4 m. •trSTnl orpd (w prrtsTvatton of erp«ii "ail 
.pji>-n v'l iirli^n aitwi Sponsor* C:«up IIo^llallBaltRn 
^1*1 Mrili...l s-^-is-- -il DC 30mn«,t« (5-<UUi 



*sllIN(.TOVS OTllt-B WORI l> 



s HFPoRT F^osi < ^prroi nil J 



ary of birth o( fluut tei wkik 
nvaiUblr fix t|Ki(W>r«bip 



.inti (Imiinlifr-J tablnWli 

Miidt f ^mlMKii iBOlld of mfn\A\y rcOidrd to bniie public 
Av,.itew\i ni Prrsiiifdl't m«usr ccllins (or aliaik on pmb- 
Irin Sot jtsilablr i»r qmnuilihip inliiutrt <7 29 M) 



.i|>prnr>natr t.' miiiit tWn dui^ne ntiuutl »el«-noni 



I 8(1 minutn (I3-W02i 



I'lueru-i piolni-nl tn rouixTratioti with Intrrruil Rrveisuf 
SvfW lr!t«rlna t«» rjiwtti «iw™mni vw-wrr'* queitiono. 
M»l cvdiUhlf (i>r tp..n«.nhlp CO mln«t« (1 37 al) 
l>ml>ln<i> *nJ mlutjoru of t«nr »Brr< tupliijmd by fHar F 
Hd/nfl - p» iblatnti ft»na>red "U^ nilnutn (I ZJ-Ml 

i:if>'» wtnnd prri'Incl. a slum rlddm. cnan*-hferdlaa srra 
riamlnnl Ilard'blttins i{»(-ui7tcntAi> btousbt tB/porii* and 

Ai» ifpntn] Not ipniivKfd 30 nuoutrt 
Vmenm. piwnt«) five wfcLi, brUiKi ConeniirTKii 

friwi diitrki *.f[ai«vt to DwMct to dlKuia unu« and U^i* 
lati™ tHM^Inl lira Not av«lUbl» fot iponiortblp TO 
miimlri (e-V&t) 



pcr^rei apposite 

station listings 

are a vailable 

to advertisers on a 

first-come-first'Served 



48 lioius aftei- sponsor notified stations 

that full page ads were available 

opposite their listings in the 1963 report on 

TV PUBLIC AFFAIRS PROGRAMING \ve had 

orders from these markets: 



Boston Baltimore 

Houston Atlanta 

Washington Detroit 

Chicago 'Milwaukee 
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1963 REPORT 
ON TV 

PUBLIC AFFAIRS 
PROGRAMING 



Minneapolis 
San Francisco 
\ew York 
Philadelphia 



This is probably our most important 
single book of reeent years. Its value 
is not only in its long life and 
bonus circulation. It will serve as 
a guide to public service for years 
to come. 

It creates an indelible image of station 
service that will help advertisers, 
agencies, and govermiient see your 
station in a new light. 

Pages are sold on fiist-coiiie, fn>l-servc 
basis. Most adjacencies are still 
available, including second pages on 
some markets listed aboxc. Please call 
or wire sponsor collect. PhUes due 
9 Decendvcr. 

Regular rates and freijncncy (h'srouuts 
apply, although 4000 extra co})ies 
aie being printed. 



IBDO appoints Stefan 
tv-radiodepartmentheac 

HolnTt J. Stfhiii. \ '\vv presi- 

dent ill i li.irHc ol llir 1 loll) wood 
olficf ()l H.itti'ii, H.n toii. Diirstinr 6c 
(Jshoni. Ii.is ht'cii iiio\ rd to Xru 
York .IN \ ice prrsidciil in i lhii i^c ol 
tific t\-r.idi() di'p.irtiiu'iit. I Icrininit) 




Tr.i\ ii's.is, w ild Ii.is been \ ice pi i'si- 
dent .111(1 in.iiiaucr ol tlu> t\ -radici 
di'p.irtiiioiit. ht'couK's head of tlu- 
I loll) wood olfic i'. 

Stcf.iii jdiiu'd HHI)()-I lolh wood 
iJj !9.>2 as head ol li\«' t\, siihsi'- 
(pu'iitl) sei%inu .is ]irodiictioii su- 
pervisor and then l)ecoinin<4 head 
ol pnTiliKtioii and assistant to the 
niaii.iuer. Helore HHDO. he h.ul 
hv«'ii a writer-prtxhiter-direc tor-ac - 
Im with I'ar.nuonnt T\ I'rochic- 
tioiis; a sp«>eial «'\eiits writer with 
Warner Brothers; and an actor on 
the Fibber MiCcr. CUhb-rslcric 
.lad Mr. lUtinibw^s \ HC radio 

!>llUWS. 

Tr.iN-ies.is joined HBDO in 1930 
III ch.ir'4e (it radio and t\ .ieti\ ilies 
on the I aiek) Strike acconiit. lie 
m.i,s made .i \ .\^. in 1935 .md, in 
193 1, was n. lined in.iii.iuer of the 
tv-radiii dep.irtinent. Before BBDO. 
lie h.id been with CBS as [v net- 
work s.iles ser\ ice inan.ii;er .ind 
\\illi .\B(] as tr.ilfic iii.iiiaiier of the 
lijtcrn.itional Di\ isioii. 

Mso .iniioiinced l.ist week w.is 
.llie .ip])(iintineiit of Robert I). Mil- 
ler. HBDO eop) sii])er\ isor to a \ iee 
president. Miller joined the coiii- 
l%lny in 19.37. lie has been active on 
the Scliaefer Beer and Curtis Fiib- 
li'shin<4 .iccoiiiits. 

Ross named creative 
V. p. at Burnett 

K(?0 Burnett has aiindiinced the ap- 
imfiitineiit of Robert Ross as a \ ice 
IWsiiU'iit and creative director in 
the creative services division. Ross, 
*ht) joined the aueiicv in I9fil .is 



.1 iii.nketiiit: supervisor, vv.is iii.ide 
iii.iii.ii;er ol Cre.itive .See tioii 1 1 1 
this \ear. I'roin 1 9.39 to I9(i! lie 
VV.IS vv ith Arthur Meverholf in ( dii 
C.I till as .1 iiieniber of the m.ni.iue 
ineiit urciii]!, and belore tli.it. w.is 
.III .iccoiiiit supervisor v\ ith T.ith.un 
L.iird. ( 'liic.iUi I. Boss h.id his own 
.iLJi'iic) in .\evv York for nine ve.irs 
previously. 

Swartzfager appointed 
v.p., pr dir. at agency 

\ .lieiiline-R.idford, Kans.is ( atv . 
Mo., h.is .ippoiiited C L. .Svvart/- 
l.iUer V i( f president and public re- 
l.itions director 
to li e .1 d t h e 
aiieiK ) "s nevvl) 
loriiied piiblic 
r e la t ions d e - 
p.irtinent h'or- 
nierly, .Swart/- 
l.iUer vv .IS .i pr 
aecdiint siiper- 
visor vv i t h 
l aw in. \\ .ISC)'. 
Biitliraiiff 6v- 




Ryan in I'hil.idelplii.i Rehire that, 
he w .IS .111 .iccoiint executive w ith 
1 l.irris I). McKiunc)' in I'hil.idel- 
plii.i and I'ldridije. Inc. in Trenton. 
I le vv .IS .ilsd .idv crtisiiiii and pr 
111. II 1. 1 tier lor I'rie Reuister ('orp. in 
i:rie. R.I. 



NEWS NOTES 

RranilF-C6v'\N' Icrininatc association: 
BranilF Intern. itional \irvv.ivs .md 
( aiiininilli.iiii (Sc W alsh, its .idver- 
tisinu auenc) , li.iv e re. u lied iiiiitii.il 
.lUrcciiient to teriiiiii.ite their .is- 
soci.ition ellectiv c 1 J.inii.ir) . 'I he 
.iiinoiiiiceiiieiit st.ited the three-) e.n 
.issoci.it ion vv .is bein'4 leniiin.ited 
vv I'll regret .nid w.is on the "friend- 
liest ol terms. " Br.inilT, vvhith op- 
er.ites within the I' .S .ind to I ..itiii 
America, li.is its lie.Khpi.n ters in 
Dallas. Tex. 

\\'cnililcv to \\'alker Saussv : W'eio- 
ble)'. Inc., iii.innf.ictnrer ol mens 
iieckvve.ir. h.is .ippoiiited \\ .dker 
S.iiissy \dv ertisiim. New Orle.iiis. 
to handle .idv eriisinu for \\ Cinblev 
ne( kw ear. elle( t iv e 1 J.iini.irv 
\\ .ilker .Saiiss) h.is .ilre.idv Ix'Unn 
placiiitl .idv ertisin<4 lor two divi- 
sions receiill) ac(piired b) W'eiii- 
blev ; Besjlio Tr.idition.il Neckwe.ir. 



.md I he 1 h it II I ,i( Iw it 1 III \|« II 
Old) men's li nli tries line Snp< r 
V isor IS W .ilkcr S.nissv v p Doro 
lilt .1 .Si lilesniUrr 

\eencv eroiip t.ikes new ii.uiie: I h< 
loriuer I' iist \dv i 1 1 isintl \i;< in v 
( ironp I" \ \( . , .1 I I.I 1 1< 111 <l ( oopi r.i 
I IV (• ul .iliili.itt'd ind" |x iitl< III .hI 

vertism^ .lUeneies is innv «.iilcd 
l''irst \tKertism'4 \oik\ \((uoik 

I" \ \\i D.m Korni.in ol ( .Ih II- 
I'.iiies \ jjciK V , pri-siili nt of 1* \ \ \ 
s.nd the >9 nu iiilx is .iiin rtl on ,i 
t li.mUe in n.iine ' b«-(.iM\e the word 

network iiime .iptiv des( nbrs the 
speed .iiitl cover. lUe lli.it is ntsw 
ollered to clients." The '4i«»iip w.ss 
lorined in 192S. h.is over 7(KI [)«'npl< 
in member olfiics Iroiii eo.isl to 
l o.ist ( )nl) one .lUeiK v m < .n h 
ni.ijor m.irkel is eligible for mem- 
bership. 



N EWSM AKERS 

CilvHiis 1 1. BiK iw I It to .1 niein 
ber of the bo.ird of ei>\ ernors of 
Riim(is I'liiveisit). lie is the pr« 
ideiit of B.itteii, B.irton. Dnrstiiit 
i.\ Oshiirn. 

Ri rw ( ii II. I II to .icconiit e\et n- 
tive for iMw.ird II. Weiss. Mrs. 
( .emer was lornierlv creative super 
V isor .111(1 senior writer on the 1 1 
W . Coss.ird .iccoinit. 

T(iM I li ( k to V i( <• presidi nt .md 
executive .irt director .it Johnstone, 
liH .. .Ill .iffili.ite of liiti rpnblu I le 
was .irt diiei tor for the Ijnln s 
ll(>\nc Ji'iinuil 

Sv\i (iiiMk to I Io!t/iii.iii k.mi 
in ( "iiic.ico .IS .III .i( eonnt t xec ntiv < 
.md nieiiiher ot the jd.ins board I Ii 
vv .Is .(II .1(1 1 Hint ixei ntiv I with 
Broiiiier i\ I bias 

•S 1 1 V I \ s P. J \i ksoN to < x< ( ntiv < 
vice presidrnt ol Mi tlis «\ Lebow 

C(iiiix»\ F. Bi(ktovK( presidi lit 
ot \eedli.iin. I.oiiis «.\ Bn rbv . .md 
personnel dn ei tor 

Joiix 1, \\ visox to pn M 

dent, cre.itiv (• serv i( i s, ni the 
roronto olfiie of (.mkfiiid Hp w h 
bi Co. 

\' v\ wiM.ii v\i to lirunp i i ii 
a'4i r ni cli.ir^e of (Jrnmni.m \ir- 
(r.ifl laiuineirinu Corf> .uhI Wist 
N iruini.i Fnlp .iiul \\t\f< r .it Fnlh r 
i\ Smith i\ Ri ss 

Ti ( M II 1 1 VI 1 I II \\ to .11 c imi I \ 
eeiitive .it Snlhv.m M.mifi r. ( 1- 
vv ell (S- B.iv les 



WMim 18 XdVFXlUKR l'>()3 



r. 




TV MEDIA 

SELECT TV ELEMENTS 
WISELY, TvB URGES 

'Heart Beat,' new bureau presentation, examines 
non-statistical techniques Involved in commercials 

WITH THIS THOUGHT, and inaii\' 
more, tlie Television Bureau 
of Advertising will unveil this week 
its new presentation, "Heart Beat" 
at the 1963 meinbership meeting in 
Chieago. "Heart Beat" is a non- 
statistieal examination of the teeh- 
nicjues in tlie pnxluetion of tele- 
vision commereials. 

In its new presentation, to be 
sliown eventually to advertisers and 
ageneies throughout the eountry, 
the hureau examines the eight ele- 
ments of "Total Communiention," 
those whieh ean he used in tele- 
x'ision advertising messages. Visu- 
ally, the elements are symholized 
(ahoN'e) with the star t\pifying 
motion; the leaf, eolor; exelamation 
point for the spoken word; the eye 
for image; the eandle for time, the 
man for spaee; the bird for natural 
sounds, and the note (not shown), 
for uiusie. 

"Only the ad\(ntiser who uses 
tele\'ision has at his eommand all 
of the elements of Total Communi- 



"An advertiser using television 
today is samewliat like a man with 
a 400 horsepower aulomolnle. lie 
has the power for tremendous 
speed, but he's wiser if he uses the 
power for safer passing." 




\o iroiiilrr l\'i-G ;>i;/s 80% of Duncan 
llino'i l)iitlgol in tolcrision. Till nolcs 
in its ]>rcsrnltilion lilird "llrarl liont" 



eation. And, to eommunieators whft 
use it most eifeetively, these de- 
ments are like the raw colors 
dot the artist's palette. Only thesf 
are used that will help the artist 
get the effeet he needs to build op 
to his 'Moment of Truth,' " the 
bureau obser\'es. 

"Moment of Truth" is defined hv 
TvB as "the moment when tht 
viewer begins to 'feel' the message, 
the moment of sensory impaet." 

Importanee of using the elements 
seleetively is emphasized by TvBl 
"Change just one element, say, 
sound or musie, and the meaninig 
of the message is ehanged. By thfi 
seleetive use of the materials ©f 
Total Communieations, the eomuai= 
eator is able to reaeh people wlieif 
they li\'e, lead them on to the em&r 
tional experienee that explodes into 
the 'Moment of Truth.'" 

Letting tlie product speak for ft* 
self is a eharaeteristie of the rtmc 
lean look in eommereials, TvB ean- 
tinues, "The trend is to demonstratii 
how people react to the prodvrt^:, 
not to demonstrate the product, w 
in (one) coinmercial which uses 
practicalK' no words at all, just DOS' 
tion, image, and natural sound," 

Can a line be drawTi between illu- 
sion and rcalrty, the bureau asfe 
"For example, what's color? Il- 
print, color is a substitute for rcali- 
ty, composed of millions of dofe 
which ma\' sometimes duplieatc re- 
ality. 

"But when the telcx'ision catiifira 
takes an ultra close-up to record 
delicate shadings of black and 
white, continualh' changing i|s 
hues with mo\'emCnt, it prodiftfes 
texture and appetite appeal 'moti 
real than real' . . . creates an illu' 
sion stronger than realil\'. 

"No wonder Procter & Gan1h> 
in\ests almost SO^ of the Dunmu 
nines budget in television, and! & 
fact, far more food dollars are 
\csted in tclc\ision's appetiii- 
arousing black and white than tn 
four-color print advertising. 

T\'B adtls: "Tcxlax's competittfe 
selling requires that the advertiser 
in\'ol\'e his prospect with a selfc- 
tion of the forces telex isions" Tdbil 
Communications places at his coflii- 
mand. 

"Xo wonder Che\Tolct spent even 
more of its mvdti-million doUat 
budget on T(Ttal Comruunieatiottf 
last year, again more in tclevii;ion 
than any other medium." 
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"Hl.I'MSUI UN! 

I'll be SPONSOR'S hostess in the 

Sui-lin Suite at the Jack Tar 

Hotel during the BP A Convention 

beginning 17 Xovcmber. I've planned 

some very delicious, exciting 

and intriguing Chinese and 

oriental specialties for your pleasure. 

Our suite is on the sixth floor 

jmt as you get off the 

elevators. Look for Sui-lin . . . I'll 

be expecting you. 
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The dissolve, the fade, the close- 
up, the long shot, and motion and 
image and sound, ha\e heconie 
even more meaningful than the dot, 
the dash, the exclamation point, the 
italic, or the still photograph in 
four colors, TvB also notes. 

"As the puhlie's responsi\'eness to 
visual and aural suggestion grows, 
you will he ahle to communicate 
more in ten seconds than you do 
today in 60 seconds, more in 60 
seconds in lilaek and white than in 
words and illustrations in a 12-page 
full color magazine insert." 

"F^or tomorrow, count in measur- 
ing the time it will take a television 
communication to get to the Mo- 
ment of Truth in terms of heart 
heats." 

The T\ B annual meeting, which 
opens tomorrow in Chicago, will 
also include on its agenda talks b>' 
Leonard H. Lnvin, Alberto-Culver 
president; Dr. Seymoiu' Banks, Leo 
Burnett vice president; Dr. Ken- 
neth McFarland, Ceneral Motors 
consultant; jack Ihuris, \ice presi- 
dent and general manager of 
KP]{C-T\\. 'Houston; and Red 
Quinlan, \N'BKB, Chicago vice pres- 
ident. 



Overall theme of the ninth an- 
nual meeting is "Be\'ond the Num- 
bers." Ranid growth of television 
advertiser investments results from 
tv's sale effectiveness which is 
solidly rooted in other qualities of 
television, those that don't lend 
themselves to numbers, Norman E. 
Cash, TvB president observed.^ 

Outstanding salesmen 
to be selected by TvB 

To stimulate more effective in- 
person selling, the Television Bu- 
reau of Advertising today announ- 
ced sponsorship of the second an- 
nual competition for the outstand- 
ing television salesman of the year. 
According to William B. Coh'in, 
vice president in charge of TvB 
member ser\ iees, the competition is 
open to all TvB member people 
who sell television time or pro- 
grams, including sales managers 
who sell in addition to their other 
duties. Awards will he given to the 
top five entries — no first, second, 
etc., ratings will be inadc. Of the 
entries received last year, 20, in- 
cluding the five winners, were 
transferred to film and placed in 



TvB's rental library as well as being 
shown in over 100 cities in 1963, 

Entrants will be judged on sales 
skills and sales ingenuity, plus th© 
degree of planning and organizrt^ 
tion demcmstrated in the sales ap- 
proach used. The amount of the 
sale and the length of the resultijxg 
contract will not be determining, 
factors in the selection of winners. 

Regulations for entrants specify 
that the salesman must tell his OWTJ 
story on video tape or r6mm filra^, 
10 minutes in length. Content 
should include details on how a. 
particular Sale was made, time from 
first call to closing, number of caUa 
reciuired, information, and materials 
used to make the sale, including 
samples if possible, and how tht 
prospect's objections were over- 
come. A statement from the client, 
may be included, but it must be 
made in person, on camera, by thfi 
client. 

All entries must be received nest 
later than midnight, 31 January. 

ABC TV stations proma 

The ABC Television Stations dm* 
sion will launch a tv trade ad\-ertft« 
ing campaign. This is phase three 
of an all-media trade campaign an 
behalf of the five ABC owned sta,- 
tions; \N'ABC-TV, New Yor^ 
WBKW Chicago; W'XYZ-TV, De- 
troit; KGO-TV, San Francisco; aird 
KABC-TV, Los Angeles. 

The t\' campaign takes the fonti 
of a one-mimite commercial deffil* 
ing with recent special communfi^" 
efforts undertaken by each of the 
tv outlets on behalf of their gWi 
eonnnunities. 

The first two phases of the track 
campaign ineludcd a seven-page m- 
sertion in many advertising, braad* 
easting and consumer magazine!* 
and a direct mail effort direeted -at 
ci\'ic, governmental and busiiws* 
leaders throughout the country. 

Theodore F. Shaker, president 
the ABC Owned Television Stt* 
tions, stated: "To the lx\st of iliT.' 
knowledge, this is the first tSlle | 
that a tele\'isron group's ail\-ertisiiTg 
campaign, which is loimttlly 
dir(>et(Hl to a limited audientT 
through trade and business pubJi- 
eations, will hv given exposure in 
such depth and breadth, ^^"e fm\ 
that it is time for tekn ision to tdl 
its own story to the people wli(i 
count most — the American pubhc. 



The ladies just enjoy a good smoke 




\\'licMi \VDSU-T\', New Orleans passed out eigais on ".Midday," a week- 
da) series aimed at females, the ladies all lit up. The station was kiekinii 
olf a eanipaisn for D. \V. C. Ci.uar Company's "keep inovinj;" br.antl. 
'i'lit! roopcralivi' Lidii-,-. arr llie >vi\e^ of local I). W . G. rigiir salesiiuMi 
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New NAS Code Kiead 
facing difficult period 

Howard Bell takes over new post 1 December 



'11 If new Code Aiitlioiily cli 

rt'ctor. I low .11(1 I ! lii ll. is proh.ihK 
f.K Ui'4 tin" most iriit i.il ;iiul iliKitnll 
I'la ill hio.ulc.ist .k1\ t-rtisiiiu — .nul 
lie kiiims it. I'tlc( ti\ c I Dei.. Ik-ll 
will li.iNc ( subject to expec ted NAB 
Ivo.inl eoiiiiriii.itioii ) ,i job he Ir.ink- 
K t oiieetles is " not calc iilatetl to he 
.1 popiil.iritN contest." W li.itev ei 
reeoiniiiend.itioiis .ire in.ide by this 
veter.iii of I "2 \ e.ns' ser\ ii c .it \AH 
vslien he becomes Code dnei tor, he 
know s they w ill "please some .nul 
olh'iid others. 

Co\ . LelUn Collins, in nainin'4 
liis pri'.sent \ .p. for pl.niiiiiiu and tli'- 
velopnient to the new post, s.iid 
Hell is "a man of hiuli idealisin and 
intelligence . . . with the coiiraue of 
I lis com actions.*^ 

Bell is stepping into a .situation 
tli.it could be toiidn . in the wake 
of previous director Hobert D. 
.S\\ ('/.e\ s resitlii.ition — phis the ver- 
bal tussle between .\.\ H president 
Collins and the .\.\ B executive com- 
mittee over bro.ider p«)wers for the 
^iiew joint t\ -radio code .intlioritv 
director. Bell's loii'4 experience w ith 
iiidii.str\ .111(1 in uo\ eminent liaison 
diiriiiu recent hectic \tMrs. should 
stand him in yoi kI stead in re- 
wncilinu conllietiii'4 pressures w itli- 
irj and w itliont XA B. 

Bell is iiiiw illinu to '4et into aii\ 
"prein.itiire " discussion of his new 
duties, but he did tell siDxson's 
\Vasliiii<4ton reporter that be hopes 
Inr stron'4 cooperation from acKer- 
tisers .iiid aueiicies in the aim of 
arenytlienini: the NAB codes. I le 
looks for new appro.iclies, new 
deas: "W e hope tlie\ will come up 
•vftli specific .iiul concrete snuues- 
ions. W'e hope our own answers 
A ill be concrete and specific, Tlie\ 
vtll li.ne to be." 

lie h.is no illusions about uo\ erii- 
nrnt h.irassinent diniinishinu. in 
lu» b.ittle to m.iint.iii) indiistrx .self- 
(-tiJil.ition in con)i))ercials and other 
ifclds. "There w ill be no letup in 
ills pre )bleni" — also .1 responsihilit\ 
11 the Code director's job. 
Having worked \erv closeK with 
'\ . Collins, the new Code director 
keenly aware of the "(pialitx '" .iiid 



"eintlei aspec ts oi c onimi 1 c i.ils 
tli.it the ,\ \ B piesident snm^esls be 
inadi' .1 h.isis lot .1 new chreetion 
lor \ \ B ('ode refill. ilion Bell 
does not .iltouether 1 ule out use of 
present t\ pe of \ \ B ( !ocle limits, if 
till A .lie const. intU ie\ iewed. .ind if 
tlie\ pro\ ide .1 flexil >le. w ork.ible 
.111(1 pr,i( tie.il solution. But if pres 
( lit codes .ire not eii«mt;li — .is .1 ris- 
ing \ ohiiiie of eoiiiment w oiild indi- 
e.ite — the codes "w ill li.ne to come 
lip with new iiUMsmes ' to keep up 
w ith the const. iiitK cli.iu'4iii'4 hro.id- 
c .1st acU ertisiii'4 picture. 

The aiisw ei s are f.ii I roiii cle.n , 
hilt Bell hope s tli.it he w ill li.ix e 
concrete recommendations, .ind 
delinite uo.ils h\ \ e.ir-eiid. i h' hopes 
J.mnarv meetinus of .\ \B ho.irds 
and N \ B ("odi- hoards here w ill 
produce a st.iteineiit of tjo.ils .nul 
w a \ s to inipleinent them, tli.it cm 
be presented to the membership 
1 lis ow 11 first step: "To he know 1- 
e(l'4.ible, Onite caiididK . he sees 
the task of mastering all .ispects of 
the codes, technical .nul idiilosophi- 
cal, .111(1 the extensive rese.ircli on 
both r.idio and t\ conimerci.ils now 
<4oiii<4 oil .it X\B. as foriDidable. 
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New Pacific Coast mgr. 
of CBS TV Network Sales 

\ii .It ( oimt exec iilive with ( US 1 \ 
Network .S.ilcv siik i I'(''j HhIm rt 1 
Slolli li.is Ixcii .ippomi) <l !'.(( ific 
( .< i.ist iii.iiMU' r 
ot lb. it (lep.irl 
iiieiit .S t o 1 1 1 
joined (.lis ill 
I'i I<) in the op- 
ri .1 1 ions d (■ - 
p.nl iiieiil Kill I 
lll(i\ I'd to (he 
progr.im de- 
p.i I I me II t. lie 
joined in twnrk 
s.iles de\elo|i 
iiieiit in I')") 1 . , I, 

lie succeeds 

Bolii rt I .i\ iiiUstoii w ho IS resi'4mii'4 
to become pr< sith lit of his own 
eonip.iii\ . The Intlek ( j 1., North 

I lolK u ood. spec i.ili/mn in n si .in li 
in diversified fields. 

CBS stock split follows 
record nine months 

( "B.S stock w ill split tvvo foi-oiie if 
.ipprov ed In stockholders .it .1 spe- 
ci.il ineelinu 20 December 

The news .u coinp.niiecl a iiiiie- 
iiionth fin.nu i.il report from the 
eoi))|).iiiv vvliich is upbeat in i v erv 
respec t 

Net iiK oiiie for the first nine 
months of this v e.ir w .is •$2S.3TT.fiS*} 
1)11 s.iles of S.'W.).! ('omp.ir- 
.ible results for the first nine months 
of 1%2 were Sl^). 157. 177 .mcl 
.319,9.5.5 respectiv elv . IC.iniiuus for 
the J.imi.nv -SeptemluT 19^ periinl 
.ire (-(piiv.dcnt to S-l.OS per shire 
c (ai)p.irecl w ith h2.W per sb.ire ad 
justed h>r stock divich ncl earned in 
the first nine months of 19^2 

Third » jii.irter results w c're etpi.illy 
hiiMisli Net iiKoine .nul s.iles w ere 
<-9.('()7.fC2 and si 21 .Sr>S.9 }() re- 
soectiveK. L.ist vear s third qii irter 
broii'ibt in SI. 569. 157 and ^111.- 
ISI.SOB. respec tiv elv Third qn.irter 
I9f>.] e.iriiiDUs .ire eipiiv .ilent to 97 
cents pi r sli.ire ( omp.ired with 5<) 
cents per sh.ire ailjiisted for sdnk 
cliv ideiid e.irned in the s.iine qii.ir- 
ti r l.isl V ear 

1 he bo.ird det l.ired a i i^li divi- 
dend of 15 cents pt r share < 11 o 111- 
111011 stock, p.iv.ihl' (1 Deceinbt r ( » 
s'ot kliolders lil record 22 \ov«ii)>- 
ber. It .ilso dec lared .1 ] sdnk divi- 
dend p.n.ihle 16 I) ceinlMr. to 
st«H kholdc rs of reel rd s.uiii d.iie. 



ROIIOR KS NOVIMBFR 1963 



Some good licking licked the job 




Through promotion help from Marie Hulbert on lier "Creative Cookery" 
over KOLN-TV. Lincoln, Neb., 247 trading stamp books were collected 
in order to acquire an electric organ for the Good Samaritan Center in 
Albion, Neb. .At far left, Wcs Maser, station sales manager. Miss Ilulbert 
is shown, standing, second from the right. 
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NEWS NOTES 



Schick buys into 'Today': Schick has 
purchased sponsorsliip in NBC TV's 
Today series to advertise its electric 
sha\'er. Tlic Schick order was the 
first the company has made with 
Today and the first on a network 
participating program. The cam- 
paign, via Norman Craig & Kum- 
mel, began 7 November and will 
continue through mid-December. 

Reser\e power investment: 
\VNEM-T\', Saginaw, Mich., has 
purchased a second transmitter to 
provide reserve power for the 
channel 5 outlet. 

ABC News opens news bureaus: 
ABC News is establishing bureaus 
in Miami and Atlanta, effective 15 
November. Paul Good, ABC Nkws 
correspondent in the Caribbean 
since April 1962, will be corre- 
S]K)n(lent in charge of the Atlanta 
bureau, res])ousible for the south- 
eastern states for both radio and tv. 
Alan Boal, former nev>-s director of 
ABC's ()\\ne(l radio station KQ\', 
i'ittsburgli, will be eorrcspondeiil in 
charge of the Miami bureau, re- 
sponsible for radio and [\ coverage 
of the Caribbean area and Latin 
America, as well as Florida, 



NBC TV to profile DeMille: The 
World's Greatest Showman, a 90- 
minute color special on the life of 
Cecil B. DeMille, will be telecast 
on NBC TV Sunday, 1 December 
(8:30-10 p.m.). Eastman Kodak, 
through J. Walter Thompson, is the 
sponsor. 

First series chosen: CBS TV has 
selected its first new series of the 
1964-65 tv season. A half-hour 
comedy called The Joiws Boys, 
created by Arnc Sultan and Mar\'in 
Worth, it deals with a crew of 
maintenance men. The series is 
beginning production immediately. 
James T. Aubrey, Jr., president of 
the network, said the new show "has 
the potential for ;i full-length the- 
atrical film, wbicb would use the 
characters and basic story concept 
of the tv inograni." Discussions 
have already begun on the series. 

Baltimore stations improve recep- 
tion: The tv tower which supports 
the antennas of the three Baltimore 
t\' stations will be extended in 
height an additional 270 ft, accord- 
ing to a joint annoimeemcnt from 
W'MAU-TV, \\'BAL-T\' and WJZ- 
T\'. Present tower height is 630 ft. 
al)o\e ground. The extension will 
place the new platform supporting 
tlu' transmitting ma.sts at a height 
of UOO ft. The transmitting anteu' 
nas will then be 1. 000 ft. above 



ground. Construction will be com- 
pleted by next July. 

Distributors naixied; Ampex ha^ 
named two distributors to handle 
its line of closed circuit Videotape 
tv recorders. They arc Lake Serv- 
ice Corp., Watcrtown, Mass., and 
ITV, New York. 

NAB shows newspaper support.' 
NAB is distributing a montage rf 
editorials from newspapers aroimd 
the country which blast the FCC's; 
proposal that go\-ernment limitii 
tions be placed on radio and t* 
commercials. The montage is beiU|| 
sent to political figures, schoolsv 
education officials, industrialists 
and odier interested parties. 

Now on file: KPIX, San Francisc% 
recently filed its 20,000th nevvsi 
film in its library. Primjirily cotti^ 
posed of locally shot film, wi|h 
some UPI and Movietone foota,g^, 
the 20,000 figure was toted up in 
less than sc\'en years' time — begi;i> 
ning in January, 1957. 



Country promotion: To promotie 
the new Farmer's Daughter seriies,! 
ABC TV and Screen Gems are cofl 
ducting a 30-cit\' Miss Farmam 
Daughter, USA, '64 contest. Fi^L 
prize is an acting role in one of tfei 
series' episodes. The seven nmncTi 
up will appear as extras in the», 
show. 
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RiciL^iiD J. Mitchell to accotwtj jfj 
executi\'e with WJW-T^^ Clcv*- 
land. He was regional air sales mM 
ager for the Railway Express Agpil 
c\'. Jack L. Spri.ng to the same pefSt 
He comes to WJW from W11sL% 
TV, Lima, where he was g^^nwii; 
manager. 

Robert D.\glio of El Sab adar ts %, 
president of The Central Ame^riiMl 
T\' Network. Rodolfo P:\»ia 
Cin.-MU of Panama to \ ice presideDl; 
SiMox B. SiEGAL of Anlericail Bri 
casting - Paramount Theatres ifis 
treasurer; and Robeut S. TAXCRfi d 
AB-PT to secrctar\-. Directors elect- 
ed were Jay \\'n..s()?s of Gnateinalj 
JDaclio, PahiIoes. Caiu.os Rkvks ri^i, 
Costa Rica, Rai-aki. CaNO of N%a> 
ragtia and Miguel Bhooks of llatl^ 
dnras. 
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RADIO MEDIA 



Higliligilits off RAD meet: 

Bureau continues radio sales plan, increases budget, will 
conduct audience measurement methodology study with NAB 



Tilt' U.ulio Aclvfrtisiii!^ MiiitMii 
will coiitiniu- its Hailio 'IVsl i'hiii 
iiiidcr a new name; will (>[K'ratr 
tlurinu tin- coining vt-ar imtliT tin- 
liii^lust hiiilgft in HAH history, and 
will loncliic't a radio aiidicnfi- 
iiioasiinMnciit lUftiiodoloiiy stud\ 
u itii the National Association ol 
BroailcavtiTS. I'lu'si' thrrr [Xjints 
wiMf liiuliliuhteil at HAH hoard 
uu'ttiiii; in Washington. D. C 

The Hadio Test Plan. HAH's sairs 
tlf\ t-lopnuMit plan for radio in 
w Inch l)lnt'-fhip advertisers may ro- 
m\T resrarrh ijiiidanrf in the use 
of radio tliroiiiih HAH. will now he 
1 permanent part of the hiirean s 
ales strate'4\ under a new name— 
1l*Hlio Marketing IMan. Accordinii 
0 HAH jiresident ICdiniind (]. 
iiiiiker. the name chan<4e is heini; 
ivaile. "heeause the word Test is 
nappropri.ite (or radio. \\'e have 
Irainatieally documented this point 
itrain and a'.lain. What is nei-iled is 
0 hrin<4 hack those hine-chips who 
re not in radio hy show in>4 how 
•adio can fit their marketiim strat- 
•liy. This we will continue to do 
vith Hadio Marketing IMan." 

Hunker pointed out that the 
ladio .Market inn Plan is only part 
f H \H"s national sales acti\ it\ . 
vhich also includes presentations 
) national aiKertisers outside ol 
lie H\IP program. j>resentations 
) atieney account uniiips and 
ledi.i departments, and a pro- 
Cted series of presentations to 
iit'iic) creative departiiKMits. 
1 he following were named of- 
cers of Hadio Advertising Bureau 
),r mi: 

Victor C. Diehiu. chairman of the 
*>ard. Kdmiiiul (>. Hunker, presi- 
•11 1 ; Miles David, administrative 
cc president, Hohi>rt .\lt(>r, \ ice 
esideiit-natioiia! sales, John I'. 

secretary, Ceorue Comte. 
stsiirer; Philip Scliloeder. Jr.. 
'1. secretary-treasurer. 
Three new hoard iiienilxTs were 
"1 named: 



I). L. Provost, 1 learst ( lorp.. New 
York; William I). Shaw. K.Sl'O, San 
I'raiicisco. and John \* H. Siilliv an. 
WNKW. New York. 

Ill .iiuKuinciiiu the election of the 
three new hoard ineuihers, N'ictor 
C. Dii-lim, HAH Ixi.ird chairin.ui 
said; "We helieve these men, each 
of vv hom is (listiiiuiiislieil in our 
industry, w ill .idd strength to tin- 
hoard and vv »• are looking lorvvard 
to their participation in the many 
important decisions vv liicli we will 
face in 196 1' 

The hoard eouimeuded Hugh 
Hoice, formcrlv vv ith WlvMP, Mil- 
waukee, vv ho is retiriii'4 from the 
hoard after six years ol ser\ ice, and 
Frank Scliroeder. vv ho is also lea% - 
ini: the directorate, Schroeder's 
station. \\ D7„ Decatur, has heen 
s»)ld peiidiiiu VC.C. approv al. 



1 1 ere is the complete list ol HA H 
hoard of directors foi PKi I 

Lionel H.ivtcr, Ston r Hio.kK ,ist- 
iiui Co., Miami He.uh. Stephen P 
Helliimer. WHAM. Monmouth III., 
jolin Ho\, Jr., The U.dahan Stations, 
St. Louis; Paul V Hr.uleu. WPFB. 
Middletow ii. Ohio. ( liist.iv K 
Hrandhori?, K\'()(). TiiLsa. Okl.i.. 
F. 11. Hrinkley. The (Jttavva\ Sta- 
tions. (Jamphell Hall. New York. 
Fdmuiid (', Huiiki r. H \H. New 
York. Don \\. Hurdeii. The Star 
Stations. Omaha. Holder W (-lipp. 
Triaiiule Stations, Pliil.idi'Iplii.i . 
Cn'orue (iouite. WTMJ. Milwaukee, 
N'ictor C. Diehm. W A/L. I la/.l. toii. 
Pa : Hohert F. lOastmau. Hohert L 
Fastmaii Co., New York, Hi rt 
Feruuson. WDIA, Memphis. Frank 
P. Fouart). WOW. Omaha. Frank 
C.aither. \\ SH. \tlanta 



Out-off-home radio up 

Diiriii'; the l!J(i3 summer iiioiitlis. hattcry and portahlc radio 
listcniui: increased -lO^r over the 1 f)(i2 siiniiuer. accordiiiu, to the 
Nielsen Hadio Index, hi the li)()3 summer, hatterv -portahlc lis- 
ten inn accounted for 9:07 hours of the total, compared to a 
I9f)2 figure of Ck'M) hours. ,\iitt)-radio usai^e was up from four 
hours weekly in I9fi2, to ahoiit 4:.39 hours in 19fi3. 

Line-cord receiver listen in i; dropped S^< compared to last 
vear, accoimtiiii; for S:4!J hours or 39^- of the I9(i3 total-per- 
week. Nielsen points out, however, that since ahoiit two-thirds 
of hattery-portahle listening occurred at home, there was an 
ov erall increase in at-liome radio listening, which reached 
15 hours in the Julv -August I9()3 studv. 

The 19().3 siiiiimer fiijiires mark the lirst time in .Nielsen rec- 
ords that the hatterv -portahlc radio has accounted for a yrcatir 
share of total radio hours than the traditional plnu-in set. 

Smimier radio listeninii was up l'2'~f o%er last \ear. Durniu 
the summer, the averasje radio-etpiipped home spent an esti- 
mated total of 22:35 hours a week, hetween Sunday ami Satur- 
day, fi aaii,- 12 niidiu^lit, listcninu to faniilv -owned radios at 
home or away. The comparahle 1902 figure w ;is fust ahoM 2(1 
hours, hi the past year, hatter} -portahlc ow uership increased 
'Mrc. .Nielsen estimates that as of July 19r>3. •l3.-r< of I". S. radio 
homes owned at least one hatter) -operated p<irtahle receiver. 
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WHY SALES CLIMB 
ALONG THE SKYLINE 

You're picking a "one-buy" TV 
^marl<et of over Vt million homes 
with General Merchandise 
sales as big as the 36th 
metropolitan area. 

SKYLIIME 

TV IMETWORK 



P.O.BOX S-IS1 • IDAHO FALLS, lOAHO 
CALL MEL WRIGHT. AREA COO£ 200-Sa3-aS67 

Call your HoUingbery office or Art 
Moore in the Northwest or John L. 
McGuire in Denver. 
KOOK Billings / KFBB Great Falls / KXLF Butte 
KID Idaho Falls / KMVT Twin Falls. 





CHATTANOOGA 



CALL 



aovertiSksjO Time SauCS INC 



NOW! 



Also Arthur Hull Hayes, CBS 
Radio, New York; Robert F. Har- 
leigh, Xlutual Broadcasting System, 
New York; Robert B. Jones, Jr., 
WFBR, Baltimore; Harold Krcl- 
steiii. Plough Broadcasting Co., 
Memphis; \VilHain K, McDaniel, 
National Broadcasting Co., New 
York; Donald H, McGannon, \Vest- 
inghouse Broadcasting Co., New 
York; James McKenna, WCMB, 
Harrisburg, Pa.; Wendell Mayes, 
KBWD, Brown wood, Te.x.; Harold 
L. Neal, Jr., ABC Radio, New York; 
D, L. Provost, Hearst Corp., New 
York; Weston C. Pullen, Jr., Time, 
Inc., New York; Louis Read, 
WDSU, New Orleans; William D. 
Shaw, KSFO, San Francisco; Lester 
Smith, KJR, Seattle; John V. B. 
Sullivan, WNEW, New York; Har- 
old Thorns, Thorns Radio & T\" En- 
ttrprise.s. Inc., A.shc\'ille, N.C. 



"SRO" fourth quarter 
posted by ABC Radio 

A si.v-week, pre-Christmas buy by 
Mennen assures ABC Radio of the 
best business quarter in more than 
a decade, according to network 
president Robert R. Pauley. 

Billings this quarter are now .3^f 
greater than the third quarter, 
which had been ABC Radio's finest 
three-month i^eriod. Compared with 
the corresponding period a year 
ago, fourth quarter is up 45%. 

The Mennen order, effective im- 
mediately through 24 December, is 
unique in that Mennen will be aim- 
ing its campaign primarily at 
women. \'ia Warwick & I^egler, it 
will spend the bulk of its nearly 
$100,000 buy to interest women 
listeners in purchasing Mennen's 
Christinas gift packages for their 
husbands and friends. 

Buy consists of the last remaiiiing 
availabilities in Flair Reports. 
weekeiul sports, and weekday and 
weekend news. 

As a tie-in, ABC Radio is insti- 
tuting a marketing campaign which 
will include a contest open to all 
Mennen salesmen. They will be 
asked to guess the total number of 
listeners their programs will reach; 
the object being to hit home to 
Meunen's salesmen and key distri- 
butors the impact of the I)uy. A 
grand prize and special prizes in 
each of Mrnnen's fi\ e sales' districts 
will be awarded. 



RATINt5S Wi'¥E 
LET'S 
TALK ABOUT 

QUINTSl 




Quints are a KELO-LAiMJ |iro( 
too, you knou. And KELO-LAX0 
TV cameras were first to introdtiCf 
them to the world — as fast as uur 
mobile news unit could count one 
two . . . three . . . four . . . fixml 
Naturally, our quints already art 
making mush out of food figuf^ 
(.S2I1.}}.39.000 retail food saf»r 
clocked at KELO-LAi\D check-stantd* 
hy Sales Management. Feb. L 19BS. 
And remend)er. I'm talking abgut 
just one home. There are some 2'®.- 
000 tv homes in the Sioux Fait" 
County market: and you can rearfe 
more of them oil KELO-LAi\D TT 
than on all other t\ stations ctttJJ^ 
billed.* 



Compiled from ARB estimates. Audience Summari^ 
Feb.. March '63 S a.m. to micinight. T da).s » , s»fWs 




mm • KKW-tf ^ MPi@-tf 

(mtmsmmmimS'l 
sm imw. PresWent 
m Nirtf, lieeuMte ¥iee- Pres. & les. 
Urrf ■atitsffiij ¥iei*Pres. 
Repnssited iiatieiiall^ by i-S 
!n MiineipeHs I? Wape Iwms 



General OTflcrt; iSlouit Fall». 0. 
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'TIMEBUYER'S 
CORNER 



Media p««oplc, whut they 
arr doiiiC, bu>iii^ and insyiiiK 
18 Xovrinher lOftl 



Sbial) lipped at K^^^'l'^: VVuHfr I£. Stnal) lurs 
•en appuiiiled inctlia group lieati at Keiiyoii iS: 
jkhardt (\'e\V York). Walter joined the ageiie\ 

1Q60 as a senior media research analyst, ad- 
nced to media hnyer and then inetHa siiper- 
5or. lie's now assigned to the U. S. Plywooil, 
lell Oil (institutional), Magna\'o\, and Ana- 
nda accounts, handles New York aNsignmenls 

connection with the K&E Detroit Lincoln- 
ercury and Ford corporate accounts. lie was 
ith McCann-Erickson (New York) he fore join- 
g ]v&E. 

Curh'n jvuvi Iloyt: John E. Curtin luts joined 
e media siaff of Charles W. Iloyt, Inc. (New 
)rk). He's been associated with the ad dcp;irt- 
ent at Lever Brothers Co. for the past three 
id a haJf years. 

Tinio out for Ira: Ira Kaltinick, Benton & 
)vvles (New York) media buyer, decided to 
njporarily give up buying time, and instead 
end a little. Right now he's in Euroi>c, en- 
>'ing the Riviera, and from there, friends say 
ni probably go on a ski jaunt, and then per- 
ps journey to London. Ira had been with 
kB for two-and-a-half years. lie worked on 



LOIS SEIDEN: 

100% of nothing doesn't pay 



the Texaco account for some time, ami mure 
recently on the Beach-Nut, P&G Crest, and 
Charmin accounts. During his stay in Europe, 
Ira can he reached through American Express. 
Paris. 

■ N'acationcr rctimicd: Gardner's (New York) 
Ruth Clinton is back from an enjoyable \ acation 
in Puerto Rico. Ruth buys time for A&P, Ali- 
talia, Colonua bread crumbs, No-Cal, and Joe 
Low popsicles. 

■ Hlosl named media director: Thomas Iilo*il 
has been named media director of the Seattle 
office of Rotsford, Constantine 6c Gardner. Tom. 
a BC&G \'.p. and formerly radio-tv director, has 
been with the agency seven years. 

• Planning for a simny winter: Elaine Art, 
media buyer at Papert Koenig Lois (New York), 
is planning to take a month off this winter to 
travel to Mexico. Elaine bn\ s for the Herald 
Tribune, Breakstone, and Consolidated Cigar 
accounts, says buying for the I lerald Trib in- 
\ol\es a great deal (if fast work. The newspaper 
is geared for last minute news, and so are tlu- 
buys and the production of the commercials. 




"Tinicbuying can bo challenging and creati\e — it 
shouldn't be a mechanical process. There's a lot more to 
it than looking at rating points and adding them up. It 
would be easy to always buy the top three rated stations 
— but if most of the audience was the wrong audience 
far your client, well, it sure doesn't pa\- to l>u>- lOO'^c of 
nuthing. Start by delving into audience composition and 
see what kind of people you'd be reaching. There's a 
real feeling of satisfaction when you tackle a buy as a 
challenge and end up getting the results you want." So 
says Lois Seidcn, media direetor at Cole Fischer Rogow 
(New York). A nati\c New Yqrker, Lois has been with 
the agenc)' o\er Iwo years, vvas in the advertising de- 
partmciiit at J. J. Newberry for three and a half years 
before that. She began her career with Electronic New.s. 
a Fairchild publication. Lois and luisband Joel, a v. p. at 
Friend-Rciss, li\c in Manhattan. 
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■ Baehe adds Boston: Bache & Co. has added a 
sixth fnarket to its radio schedule of five-minutq 
financial news features. Today's Busitiess is riOw 
being aired weekdays on WNAC in Boston, in 
addition to schedules on the air in Chicago, 
Cleveland, Washington, Philadelphia, and New 
York. Agency is Albert Frank-Guenther Law, 
Inc. (New York). 

■ Restaurant chain testing: Cleveland-based 
Colonnade Co., Sl-year-old chain of self-service 
restaurants, has launched a new sales promotion 
campaign on a concentrated test basis in Cleve- 
land — ^a "first" for this firm. Campaign includes 
radio, as well as transportation advertising, 
point-of-sale, and pr activities. Colonnade has 
multiple facilities in Cleveland, Cincinnati, De- 
troit, Louisville (Ky.), Newark and Batontown 
(NJ.), Pittsburgh, and Philadelphia. Agency is; 
W. N. Gates (Cleveland). 

■ Circus Foods utilizing radio: Circus Foods 
Division of United States Tobacco Co. launched 
a campaign to promote its Circus nuts, peanut 
butter, and candy bars late in September in 13 
states (11 western and southwestern states, plus 
Alaska and Hawaii) to run until the end of De- 
cember, Although the budget is undisclosed, a 
company spokesman revealed that "a large per- 
centage^ — well over half — is in radio." News- 
papers and point-of-purchase are also included. 



MARION JONES, HCW* 




• HONORARY CONSTRUCTION WORKER: by vir- 
tue of the fact that she reached the top of WITS -TV's 
(Washington, N.C.) 1523/ tower dnring a recent tour 
of the market, Lennen i- Newell (New York) tinie- 
buijcf Marion Jones was awarded (i construction work- 
er's hrit })tj station vice president It. R. Patterson 



"OflF-beat" minute spots are being run oji 43 
radio stations in saturation skeds; some statton^s 
are scheduling as many as 247 spots per week. 
Circus Foods lias used radio previeuslya but 
never in such a conGentrated effort. Charles C. 
Winston, company v.p. in charge of specialty 
foods divisions, reports, regarding the eaiti- 
paign, "While it is too early to tabnlate preeise 
results, there iS evidence we are advancing." 
Chances aire strong that if this campaign ultipj- 
ately proves successful, moje markets will be 
added to the radio list, according to the com- 
pany. Agency is Donahue & Coe (New York). 

■ Lily Lake Cheese campai^ in planning 
stage: Lily Lake Clieese, now using radio in 
New York (WOR) to push its Liberty labeled, 
imported cheeses, is considering using radio and 
tv later in the fall in such markets as Boston, 
Detroit, Philadelphia,. Chieago, and Los An- 
geles. If considered plans become a reality, the 
company will place radio spots in daytime news 
shows, tv spots in daytime, late eveninig, and 
possibly prim& tirtie. Although firm is usiag 
newspapers heavily in the New York marketj 
projected newspaper usage in the nevv markets 
will not be as heavy. The Liberty cheeses being 
promoted are unique in that they are imported 
cheeses sold sliced, interlaced with paper, and 
sealed in vacuum packages, rather than in bulk. 
Lily Lake has priced the Liberty cheeses to be 
cDmpetitive with domestic cheeses, thus intro- 
ducing imported chees^e to superrPiarket dairy 
cases as a mass volume item. Agency is Ben R,, 
Bliss Go. (New York), 

■ Chemway eonsideiring: Cheniway Corpora- 
tion very seriously considering the use of spot 
tv for their cosmetic line (Lady Astor). Agency 
is North Adv. (New York)* BuyCr on the aecount 
is George Tibbetts= 

TV BUYING ACTIVITY 

► Gillette now buying for a Sl-wedk drive to 
push Gillette blades. Campaign will start 1 Jin- 
uaiy 1964 in the top 20 markets. Buyer Ma*y 
Ann Kaiser interested in fringe iftinutes. Agency 
is Maxon ( New York) . 

y Warner-Lfftnibert's fir&mo Selfeer dri\'e of 
fringe minutes now being readied tor entry into 
34 markets across the country. Start date for the 
13-wcek campaign is 3D Deeember. Jerry Arcaro 
is the buyer at BBDO (New York). 



RADIO MEDIA 

Clients should approve 
sound l>y hearing tapes 

'You can't visualize sound anymore than you 
can talk layouts,' says Tony Schwartz 



ADMKX have long been talking 
"hard-sell," "soft-sell," "sliee-of- 
life," and other approaehes to radio 
and Iv commereials. But Ton\' 
Sehwartz, sound eonsullant on more 
than 700 eommercials, talks, feels, 
and believes in the "deep-sell." 

In its simplest terms "deep-sell" 
merely means believability. The 
methods used to obtain it, ho\ve\'er, 
are beyond the bounds of usual 
agency methods. In faet, a number 
of people in the industry have 
called his current work in sound 
way out. 

The proof is in results, and 
Sehwartz has plenty of them. 
Among his most celebrated radio 
commercials arc American Airlines 
"Sounds of a City," Carlsbcrg Beer; 
for tv, Laura Scutlder Potato Chips, 
Polaroid, Mennen Baby Magic, 
Anacin, Johnson & Johnson baby 
products. 

The printed word is only one di- 
mension of it, according to 
Schwartz. You can't visualize sound 
anymore than you can talk layouts, 
he says. Therefore it is a mistake to 
have clients approNc cop\' for a 
commercial on paper. They .should 
listen to tapes of the words, the 
sounds. Not only is it unrealistic to 
show eli(Mils the written word but 
it sometimes becomes too binding 
and does not permit the sound tech- 
nician, the announcer, or the actor 
to perform naturally. 

"Writing for listening is different 
than writing for reading. They're 
both diflereul art forms, ' Schwartz 
claims. lie is ready with quick ex- 
amples. An audience of copywriters 
meeting at the Art Directors Club 
last week looked at a piece of writ- 
ten copy as recorded by individuals 
under natural circumstances. They 
guessed it was written by writers 
like Stan Freberg, Jerry Lewis, and 
others. When the tape was beard it 



was oh\'ious that a boy had made 
these original and humorous re- 
marks — a se\'cn-year-()ld boy. 

The color, tone, rhythm, and 
emotion of a commercial can be 
sensed through the sound itself, he 
demonstrated. The sound of oj)en- 
ing up a catchup bottle, of 42nd St. 
in New York, of a baby gurgling, 
are included on some of his tapes. 
Of his 700 or so commercials, 
Schwartz said he'd only done three 
in a studio. "Sound recorded in the 
real situation can add meaning," 
Schwartz lectures. "The studio is de- 
signed for silence and should he 
used to play back natural sounds, 
to i.solatc them and study what you 
have." 

Instead of luu'ing a rigid script 
for a spaghetti commercial Schwartz 
entertained a \'oung boy for se\'eral 
davs at mealtime. Natural and cn- 




Scooter for McAn 

U liC/fs rliioj ninhlliine "xrooior" H. 
Milrhel llvvd ( right K prcsenis <i f'espn 
mnlor sroolrr lo Anthony I'nptilis (cen- 
KtK ihp irinn<'r qJ <j uTflo-tn ronlpni s/mn- 
■iorcd hy Thorn McAn ^hof>s on hchnlj. oj 
its fcspa ahof line. On ihc Icji is Thimi 
MrAn's vice pres. h.mvrcnce VlrGoitrly 



tertaining, as well as salesworthy, 
results were forthcoming. U'hen 
edited his script the reactidiis nqi^ 
were unusual hut bclie\'able 
ting across a great deal of naturg 
emotion. 

"Often agency people i\riJfef 
scripts for children and expect theiji 
to act in a particular way. But ym, 
must work with the children atit 
understand tbem to ha\'e the word* 
in the commercial souad real. Tlit 
product may be for young childrtl 
and the agenc\' has to call in peoplf 
from the ages of 10 to 30 to read flic 
script," says Schwartz. 

"The re-creation of the impressia 
of reality can be classified to a 
grec as an art," sa\'s the former ;lt 
director. "When used in the mim 
mercial field it can affect the result*. 

For the Carlsbcrg Beer n 
conimcTcial Schwartz took the Sitn 
script and had it read hy four ^! 
ferent sets of people — a truckdriMi 
and a waitress, an Englishman aw 
an American woman in a Parrsfa 
setting, a 28-ycar-old couple, at 
two teenagers at a dance. The hijs 
nations of the diiilpgue were qijiji 
difTcrent in each case. Different 
nouneers can also color a coraiw 
cial, he says. 

"In most cases Vw been calljei 
in where other ways lia\c failfd 
says Schwartz. "Many times mn 
mercials are produced in a sum 
si\ e manner instead of as a jointf 
fort. To get the best results ev@*i 

<o ■ I 

one should work on tlie orighl; 
idea. " The ideas may conic from 
ele\*at<ir man, copy, art, produettoi 
or sound, but they should 1 
thought of as a unit. # 

Broadcasters warne^cl^ 
of "Laissez-faire" potfG 

Broadcasters ware warned to b] 
ware of a "laissez-faire" atlilxidfi 
the vital matter of freedcnn of i j 
formation. 

The caution came at the Chiea^ 
c(m\ention of thx' Illinois Bwa^ 
casters Assn. Don l^lichcl of WBi^ 
Anna, took his cue from the 
Delta Chi "Freedom of lufctftt 
tion" report and usetl the rfjip 
opening remark — "Freedom of 
formal i(^n at lou'cst ebb" — 
springboard for hk talk. 

Michel's emphasis ecnteretl 
the need for a respojl.sibly iiifoiiwj 
public at the grass roots level if t 
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iif(li\i(ln:il frcftldiiis gn.iiaiit«'«'tl h\ 
iiir Coiistitnlioii arc tu In- prr- 
4«T\«'cl. A lint* of <ls'in.iicatioii iimst 
10 drawn, lit" said, lu-twtu'ii news 
iiaiiaiiriiu'iit, news inanipnlatioii. 
ijid out and out lyiiiu in tlir dis- 
>ciniiiation of n«*\\ s. Ikoadrastrrs 
mist iiw|>t tlii'ir rrspoiisibilit} and 
d»Tt tln'ir c-oinnutnitics to the dan- 
gers iinohrd. JnduiiU'nts hast-d on 
iSilf-trntlis or falsi-lioods can onK 
ad to disaster, lie added, snuuest- 
II <« that all Conuressional repre- 
eiitati\ es lunst. at all cost, become 
m)re acti\e in |irntcctin<» tlieir con- 
titncnts against ini.sleadini; news. 
The fiO-paue rejiort on freedom of 
iformation pnblished by the pro- 
?ssional jonnialistic society is a\ ail- 
ble from the .society's national 
eadcpiarters in CJhicago. in addi- 
m to its "lowest ebb" allcuation. 
10 report specifically scanned the 
ate of broadcast cov erage of gcu - 
ninental proceedings. It breaks 
own into throe main points; ( I ) 
t^u 5 I'Vbniary. the House of Dele- 
atos. American liar Assn.. sonnded 
\e death knoll for li()|ies of any 
liingc in Canon 3-5 and its ban 
photographic-broadcast co\cr- 
le inside the courts. Therefore, 
ic fight for coNorage rights has 
oil returned to the local level 
[hero sonic progress is being made. 
2) The long cainjiaign to open 
nniniittce hearings in the House of 
ieprcsoiitatiws almost achicNcd 
uition. The Oreii 1 larris I louse 
esiahition 263 would luno per- 
itted any House committee to 
loNt coverage b\ its own niajorit\' 
>tc. The matter was defeated in 
? Rules Committee, but b\' a very 
ysr vote and broadcasters are 
"poful of a breakthrough in near 
ture; (3) 1963 saw limited action 
the st.ite and local les el. A good 
rf of the action took place in 
vlifornia. 



NEWS NOTES 



PKA celebrates its 43r(l with con- 
l%h'i KDK\. Pittsburuh. celebrat- 
1^ its 43rd year of broadcasting. 

I lAieted a dav -long series of 
• ■"lats re\()King around the nuni- 

I I r 43. PnV.es were awarded to the 
ft driver with 43 on bis lieenso 

te who chocked in at die sta- 
f'n'$ birlhday car; tlic first man 
N> txiiild pro\-e ho was exactly 43 




He needs Metrecal! 

i ftnmnttionut sltinl liiikiu/s kllj Unllv- 
l<«»o(/^. Mflri'rnl. and Jf hi.tr Front Store% 
foiuul il.j. Mort C.rou-ley ( I ) nnd atorr 
iimnapi-r I'rtrr Mnnadt both dtmihjnund- 
1^1 lit luttfr's ueipht. (itiiimirk ini^ to 
half KIIJ li^'tfiiers rami- ti> the discount 
slori' to tlieir ttH'i/iht. 1 ho'.e uho 

fsiirwiul rorrrftl\ tion frre Mrtmiil 



\ears old. the first person with 43 in 
his Social Security number. One 
contest had no winner. Th.it was 
the one asking for the first l;ul\ who 
could [irox e she w as 43 \ ears old on 
4 XoNcmber — no cc uitest.uits ap- 
plied. 

W'.S.AB p;i.sses resolution: The 
W'asbinctou State Association of 
Bro;ulc;isters took ;i slap at the I'CC 
in a resolution passed at its annu.d 
fall meeting when the \\S.\I5 pro- 
tested: "We take issue with aiu 
go\ frnmental agenc\ w liicb at- 
tempts to encroiicli upon our free- 
dom to program in the best inter- 
ests of our respect i\'e commuiutios 
and to lessen our ability to carr\ 
out our responsibilities. The Fed- 
er.il Communications Commission 
increasingly threatens and coertes 
us in imposing its si'lf-ch termined 
ideas of w hat are dis ersifietl public 
needs and desires. 

' W'e despair of a goxernmental 
unit tb.it proposes to usurp leuis- 
l.itive powt'r to reduce commerci.d 
time and public support of our in- 
dustry.' 

State uroup names new slate; 
Thomas S C.irr of W HAL. Haiti- 
more, was elected the new presi- 
dent of the \lar> laiid-D. C. Hro.ul- 
casters' .\smi. 1 le succe«'ds Joseph 
W. C.oodfellow of W'WC. W'.isbiiig- 



(on ( )ther oifiti-rs el«H led d >r t\u 
ensiung ) e.ir .irc Morris 1 1 lUiuu 
iW'.WX. AniKq«»lis) \H<* prrsidi ut, 
and \ irgmi.i l'\ I'ati- \\ .\S \. I l.i\r. 
de (^r;iee) sei-ret.ir) -f rcisur* r \ko 
on the !>\dl imeting .igeud.i was 
.nneinlmeiit ol the b\ -l.iw s to |M r- 
luit memlM-rs o| tin- 1 )el.iw .u r 
Hro.idc.isters \ssu to join the \l.ir\ - 
l.uid-1) (I. Assn. in wIirIi i \ < ut 
t he uroup will be known .is the 
\!.ir\ l.uid !) ( l.iw .u'- Bm. ol- 
easters Assn.. with (Gordon W W.n - 
Intosh. (VN'TL'.X, \\ ilnunutoiO srr\ - 
iiig on the bo.ird of din s tors. 

( ,'\\\' a "sw iniiiu'* switch for sta- 
tion; Switching to euuiitry .uid 
western progr.nuiiig in S.ni Dieuo 
has been a Ixion for KS()\' St.itioii 
m.ide the on >\ c .iway from iniddle- 
of tlie-ro.id music the end of Sep- 
tember and <luriiig the month of 
October signed 3'] new .lecounts 
D.rn .McKimiou. president of the 
station, s;i\ s the m.irket can now In- 
di\ ided into thre«' e.itevlories of st.i- 
tioiis . . . three middle-of-the-road; 
three rock 'u roll; .m< I one < oiintrv - 
and-westt rn. 
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H \MX)i I'll \\ iirii to director 
of iH'ws at W i-H}. New York. He 
was public rel.itions director of the 
n.itional office of the \ \ \C!\ 

A III I'l UM iVKi to loc.d s.iles m.ui- 
ager of W l.OS- \ \! I'M. \shexille. 
\ C. 

W II LIS Di i F to kL.\C \\I-F\K 
Fos Angeles .is priHluction and ere- 
atiNe director. 1 le is former pn»- 
izram director .it \\ PliO, Pro\ i- 
denc«'. 

.\! \l III I \ {{oitl Ids to .isslst.lllt 

liener.d in.iii.iuer .it \\OXI. .\t 
l.mt.i. Jon [•"arnier to account e\et ii- 
ti\ f. 1 le is the former ui.in luer of 
the \tl.iiit.i oificf ol the Pc.irson Co. 
r.idio and t\ repn sent.itiv es 

TllOM \s 1) 1 1 MIIIIM )\ , J II to ill 

tioii.il s.iles account evei. uti\ e for 
W I'BS, I'bil.Klelphia. W ii iiwi > 
Mow iiH \^ . J II til ueiier.il s.iles m.ni- 

auer. 

Tuo\! %s J. Mc Di iisioi 1 to pr« s 
ideiit of the intern. ition il ii.idi > 
(\ Tele\ ision i-'ound.ition smintl 
ini^ W'li i I wi K \l< i) wii i e\< t u 
ti\ e \ ice president < I tin \ lU " 
iUidio X< tw ork Mc Dc riiioti is \ ur 
president, radio ,ind t\ of X W 
\\ < r 
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SYNDICATION 

^Zero One/ now first- run 
MGM syndioation series 

Programs currently carried on Canada's CTV wsb 
sponsored by General Motors bows 1 January 



MGM-TV today (18) kicks of! its 
three-day annual sales meeting 
in New York with the announce- 
ment that it is making available to 
television a new first-run syndica- 
tion property. Titled Zero One, the 
.series consists of 39 half-hour seg- 
ments and has appeared in Eng- 
land on BBC-TV, for whom it was 
produced by MGM-TV, and is on 
Canada's CT\' Net^vork, sponsored 
by General Motors of Canada. It 
is set for a 1 January debut in this 
country. 

The series stars Britain's Nigel 
Patrick as head of the International 
Air Security Board. 

Richard A. Harper, director of 
feature films and syndicated sales 
for MGM-TV, said the move to 
place Zero One into syndication is 
predicated on the "woefid lack of 
first-run half-hour series" in the 
medium. "The blame," he said, "has 
been attributed to a variety of fac- 
tors, such as fewer regional buyers. 



poor prices, too many off-network 
shows, and a paucity of good time 
periods." 

Harper added that "most of these 
reasons are being undercut by re- 
cent events in a changing dynamic 
market — the only real ccmstant in 
tele\'ision. We have elected to get in 
at the beginning of this cyclical 
change rather than at the end be- 
cause, frankly, network schedules 
have shaken down into place and 
there are many fresh openings for 
local programing." 

Harper, meantime, also an- 
noimced the appointment of Karl 
\'on Sehallern to the newly created 
post of field sales supervisor, based 
in Chicago. For the past vear and 
a half he has been with MCM-HTS' 
midwest sales, and prior to that 
co\'ered a similar territory as sales 
manager for Crosbv Brown Produc- 
tions for three years, and for five 
\'ears before that was field super- 
visor for MCA-TV. ^ 



^Detectives' is syndie success 



A eops and robbers tv series which 
had a rather checkered career on 
the networks is enjoying a special 
success in syndication because of 
its unusual network history. Robcvt 
Taylovs Detectives had first-run ex- 
posure on both ABC TV and NBC 
T\', making its debut on ABC as a 
half-hour show during the 1959-60 
season. After a second season on 
that network it appeared on NBC in 
one-hour length. 

The multi-length package, now 
.syndicated by Four Star Distribu- 
tion, consists of 67 half-hours and 
30 hours which stations may juggle 
and program to their hearts' con- 
tent. 

About three out of four ol the 
90 stations that bought Detectives 
ljurchased both the boms and the 
halves, individual stations are pro- 
graming the .series in at legist three* 



different wavs: 

^ WNE\V-T\', New York, is pla\-- 
ing both hours and half-hours in the 
same week. Tuesdays, 10-11 p. m., 
is reserved for one-hoiu' episodes, 
while the half-hours are played 
Fridavs at 10 p. m. WTTG, \\'ash- 
ingtou, D. C, and KCIIU-TV, San 
Bernadino, Calif., will soon adopt 
a similar programing techniciuc. 
► KIVA-TV, Yuma, Ariz., whieb 
cleared a half-hour time period for 
the series, alternates a regular 30- 
minute episode with a split hour 
\ersion. The second part of tbe 
hour seguTCut is played during the 
third week of the cycle, and is fol- 
lowed the fourth week \vitli another 
half-bom-. 

y \\'SBA-T\; York, Pa., plaxed 
Detectives in a one-hour time slot — 
an hour episode alternating with 
two bridued half hours. 



Reade- Sterling isells 
L, A.'s *Pam Mason' 

Now in its second \'ear in Los An-, 
geles, the Pamela Masou Show liw 
been acquired for national s\'n,#i- 
eation by Walter Kciade-Sterling. j|| 
daily, 60-minute discussion p£e- 
gram, the show ran live for abojat 
one )'ear on KTTV, then shifted to 
KABC-T\' on tape after a summer' 
hiatus. ' 

Walter Reade-Sterling, an iitJ 
tegrated producer and distributa 
of films for tv, motion picture tbi- 
atres, and 16mm market, as well fls 
operator of nearly 50 motion pi 
ture houses, will syndicate the sb 
throughout the country on a fii^ 
day per week basis. 



NEWS NOTES 

Lawbveaker is now sold in ] 
markets. New sales ha\'e bseii 
made to \\^DAU-TV, Serant0!l 
KNTV, San |ose; KLYD-TV, B»| 
ersfield; WLBT-T\\ |aekson. Miss 
WKTV, Utica, N. Y.; WNDU-'R 
South Bend; KOTV, Tidsa; KHIL 
T\^ Chicago; KT\'K, Phoel* 
WTAR-TV, Norfolk; \\'FMJ-T\ 
Youngstown; KOAM-T\', Pittskjrp 
Kan.; WINK-TV, Ft. Myers, F 
KELP-TV, El Paso; KOB-TV, A] 
buquerque; KGUN-T\', Tlffisllffi 
KEZI-T\', Eugene, Ore.; Wlfil 
TV, Albany. N. Y.; KXTV, SlSft] 
mento, and \\'JXT-TV, JaeksoiwiTli 



German uewsrcci rights to Wolpri 
TV producer Da\'id L. Wolper hi 
bought the rights to the newsrte 
footage of Deutsche Wocheneh&i 
Hamburg, Germany, for use in a 
^^'()lper shows beginning with 
one-hour docnmentarx', for IZilite 
Artists T\', Berlin: Kaiser to &fi 
shchev. Under a joint trade Apt* 
ment, the two comp;mies will fif 
exchange e.\chisi"v e film material h 
utihzation in both of their doeuii»i 
tary programing. 

New radio .series; \\ uu/oiy on W-MU 
ing/on, a daily .series from TAiiilj 
Stations' news bureau in \\Wliiliil 
ton. has been releasrd for .spiriitf 
tion threiugh Triangle PrjQ^M] 
Sales. The 140 minute taped 
week will be di\'ided into fivf 1 
five-minute shows, plus one l5:-itti' 
ute special segment for wrktflj 



'■1, 



58 



SPONSOR IS n:om viiug 1» 




A-Cf It's All-Conodo Rodio ond T^Uvtiion 
I5mit®d, ftrit ond pss?omount r@pf osa'ntotion 
firm North of the Border in broadcott sols'* 

A C repj 43 rodio, 22 TV ttotiont >n o" 
primary^ mo^t &eeondory morfe^t^. Weekly 
radio reoch i» 50% of oil households for 
60% of notional retail sales. TV 62% of 
households for 53% of nationol retail uiUs 
A-C hos 12 offices New York, Detroit, Chi. 
cogo. Son Francisco, Los Angeles, Dollos, 
Atlonta ond Montreol, Toronto. Winnipeg, 
Colgory, Vancouver. 

To reach all Consrfo, to'l to AM Conodo 




1000 Yongo Street, Toronto 5, CANADA 



Xi'W 7 ,\rts .NjiK's; S«'\ri) Arts Assof. 
MS sold its I'iliiis of tlir I'l flics in 
'our addition. (I markets. \'ol. 3 u as 
Kold to K'l'A(!-'r\'. Mcaiiinoiit. '\'r\., 
k'ols. I and 5 to W'r.M'-'lW \|.,ri- 
Ini, Ind.. \'ol. 7 to K'l \ T. Dallas. 
II id Vols. .3. S. 3. and 7 to KIH )1- 
r\', Hoisr. KB()1-T\' also Itonqlit 
Sin t'li Arts' Special I'ctiturcs 

i^'i'U- sales for ■■.SiH'C'ials": Tlir s« ri<'s 
if \\'cilpcr-l ,\-7'r Spccialx. distril)n- 
i*d In' I'nitod \rtists 'IClcx isioii, 
Tili In-en sold to the I'irst X'ational 
'{awV. of Meinpliis for use on \leni- 
>}lis t\': l'"idelity X;itional Bank for 

I^klalioiua ('it\'; Traders Hank for 
Viisas ('itv; Sliowease 1 lomes for 
icranieiito, l-'irst l'eder;il S.u inus 
Loan \ssn for Miami. 1'. .S. Xa- 
jnal Bank for Portland. Ore.; 
insas Bankers \ssn. for \\ ichita. 
)|>eka, and PittsBnrn, Kans.; i-'irst 
atioii.il B.ink for San Antonio, and 
itst National B.tnk for I ,oiiis\ ille, 
iivsinii l)io: Official l''iliiis and the 
. S. Information Auenc\' are com- 
etinn plans' for ,i Hnssian-lanijiiaue 
Tsioii of the s\ndicatioii firm's 
i()i,'r(i/»/ii/ seuineiit on \l.irk Twain, 
lie episode will he ofh'red to the 
SSB under the (ailtiiral l']\clian'4e 
'oiiraiii. 
ftcal nuUo sliou' into syndication: 
"Xl'^W. Xew '\"ork's Assi'j,niii('ii( 
olhjicooii a two-hour show star- 
II U I'Ved Bohhins, u ill he syiidi- 
rted hy 0\erseas Broatleast Ser- 
cos, Ltd. The s\ iidieated \ t rsioii 
ill he divided into fi\e-ininiite 
\; roiirains. Some .3(K) alread> lia\e 
(>en prepared. 

jEic-niontli report: earninjis 
if Trans-Lii\ Corji, for the first 
iiie months of I9()3 totaled S J91,- 
eqiiiwilent to 6Sc a share on 
1S,0.']7 shares oiitstandiiiu. For the 
•mparahle 1962 period, net in- 
>me u .IS •$.>32.2:1.5. or ~ \c a sh.ire. 
I fidnded in the eiimiiiys of Both 
•riods were non-reciirrinu net 
n:m of SS9.6S0 in 19rv3, and $11,- 
Win 19r>2. 

ward winncrr Official I'ilms" Bio^z- 
phij has Been honorecl By the 
HTeriean Lei^ion .\ii\iliary as thi> 
.Vinericanisin Si-ries of Badio 
TeU'\'ision — 196.3." The show re- 
ivrtl the Auxiliary s Colden Mike 
•*vai-d at a present.itioii last week 
M\j Xe\\ York. 



.\e\v sales for I I ( '; Indept ndt iit 
Television (!orp.s lour fust rnii loll 
length jiinulf ailion le.iluies, i e 
lentK rele.ised to t\ a\ Jtiir'lr f, 
lia\e heeii sold to loin ( BS T\' <k\o 
stations, ui\ inij a tot.il of .3S m.n kets 
sold ill less til. Ill two w e< ks The 
oiSo Biivers w ere \\ ( "B.S T\'. \eu 
Vork.W BB\i-T\\( liie.mo.\\ ( W 
TV, Phd.idelphi.i .111(1 K'\l()\ T\' 
St, Louis. 

('apoiic to N'alaclii: 'I'ueiitietli (.Vii 
tiir\ -Im)\ T\ Ii.is released lor uorld- 
u ide s\ ndu atioii a lirst-riiii spec i.il. 
AiuitDimj o/ f I///C. The one li<iiir 
show traces I'. S. crime Iroiii pre- 
prohiBitioii d.i\ s tliroiiuli the Seii.ite- 
X'.il.iclii lie.irinus with prexionsl) 
unseen iiewsreid footaue of in.ijor 
crii"*- stories 

New cartoons: I l.il SeeUar, whose 
(hil-of-lhi'-lttkiccll series is s\ ii- 
dieated h\ Se\ en .Arts .\ssoc., is pro- 
dnciiiu a new series called I'lukctj 
Luke. Coiiiedi.iiis L.nr\ Storcli and 
Larry Best are iloiii"^ the \ oices, and 
Kin Pl.itt is writinu the si ripts. 
Si reeiiiniis of the pilot .ire sched- 
uled for late .\'o\ einher. 

Xcw sales for "Sea Hunt"; Lc oiio- 
inee Tele\ isioii Pn I'^raius Sett II mil . 
sold in 1.3.") m.n kets. has added 16 
new stations to its lineup. Piircli.is- 
ers .ire \\'B\'.\-T\'. Bichmoiid. 
W r\ V. Dothan. Ala.: 1C\T\'. S.m 
lose. CaliL; KABI)-T\\ W ichita. 
W LWl). Dayton; KCBT-T\\ iiar- 
linuen. Texas; W \LB-T\'. .\lB.in\ . 
C.I.; k'ICYT. S.nita BarB.ir.i; KF\ S- 
T\'. (",ipe Oir.irde.ni, \lo.. KBT\', 
Dei)\'er; KT\ iC. Kl Dor.iilo. .\rk.. 
\VLB'/.T\'. Baiiuor. WSLS-TW 
Boanoke; \VBT\'. Charlotte. X C : 
KSLA. Slire\eport. W\l \Z-T\'. \l.i- 
con, \\"i"()C-T\', S.nann.iii, li.is re- 
newed the series. 
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Sr.w BviiM.s to Western Division 
s.iles nianai^er of Official I'ilins. 

S rw S( iiwiMMi n to e\ei iiti\ < 
•issist.mt, protlnction. for Screi ii 
( ".ems. 

Cv K \ri \\ to \ ice president and 
Ueiier.il sales in.iiiamT lor inde- 
pendent Tele\ ision Corp. 

I'll \ \k Bnow \r to s.iles reprcseii- 
t.iti\'c at I'oiir St.ir DistriBnIion 
Corp. 1 le w .IS ilireitor of spec i.il 
projects .it Metro 'V\ S.iles. 




WNDU-TV 

SOUTH BEND • ELKHART 

CALL VENARO. TORBET A MeCONNCLL «nc 
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STATION REPRESENTATIVES 



Government heavy hand 
not needecl by industry 

Westinghouse conference hears FCC hit; 
Henry says stations may have to tell who they are 



Clc\'eland — The heavy hand of 
go\'erninent isn't required to solve 
the problem of length and fre- 
(liiency of broadcast commercials, 
Donald H. McGannon, president of 
Group W believes. In remarks to 
the Westinghouse Broadcasting con- 
ference on local public service pro- 
graming, McGannon said the real 
problem "relates to our appreciation 
that as other factors and character- 
istics of the industry have changed 
and e\'olved, so also have the stand- 
ard, format, and frequency of com- 
mercial messages, especially when 
joined with other non-commercial 
announcements." 

lie said the industry "in all of its 
forms of participation must find an 
enlightened approach, a mature and 
sensitive con.sideration of this mat- 
ter, consistent with the legal re- 
([uirements, and without go\'ern- 
ment tutorship." 



The broadcaster doesn't need in- 
struction in his public responsibil- 
ity, McGannon, who also ser\'es as 
chairman of the NAB research com- 
mittee and heads the Rating Coun- 
cil, continued: "If we intend to pre- 
serve the liberties of broadcasting, 
if we hope to keep governmental 
action out of our comrncreial and 
programing areas, if we aspire to a 
higher level of public fulfillment, 
one that is commensurate with the 
comple.\it\' and dynamism of our 
times, or o\'en if wc just seek to 
realize further professional achie\'e- 
ment, we must take hold of this 
evolving, everehanging mass and 
shape and directionalize it. Inaction 
or status-qno-ism will result in re- 
trogression, loss of creative free- 
dom, mediocrity, and perhaps e\en 
di.saster." 

Following McGannon by a day 
on the agenda, FCC chairman E. 




Adnm Yniiiif! and Hill iMthaui (r) . national sales manager of WFTV, Orlando, grnpliical- 
l\ illiistratr some points in the station presentation for Jackie Da Costa oj Toil Ihites. 
She uas one of man) media people from some 13 top agenries itlio attended the ueek- 
long series of luncheon meetings conducted at the Young he(id(pi(irters in <\Vm' ) orh 



William Henry gave the broadcast- 
ers a new issue to talk about, what 
with the FCC c^mmereial contcdli 
already under sev ere lire from the 
industry, and Congress. 

Henry said broadcasters tngf 
soon be required by law to brOai- 
east bi-weekly pertinent inforurf- 
tion about who the\' arc, how tb^ 
got their licenses, and vxhere 
public may find out more 
them. 

Comntentingon the Coitimissifirfs 
Omaha Report (see sponsor, $&, 
October), Henr\' said most peoplf 
when given a public service pre- 
gram seemed to think it vvas an asst. 
of charit)*, not an obligation. He iit- 
dieated that new guides in 19S1 
which will supersede the 1911 
guides on programing, will requfre 
broadcasters to keep both the puhr 
lie and the FCC in closer tamt 
with their program schedules anc 
obligations to the community'. 

"Hands off'''' ratings services 

Touching on ratings, Henry suM\ 
he thought it would be unwise I#] 
gov ernment to attempt to regulMfi| 
or license the ratings servicess 
think it would give them a statursj 
they don't deserve." 

A dissent to FCC proposals w&i 
registered at the conference bv| 
Aline Saarinen, former art critie tfij 
the New York Times. "The FCCI 
has asked that \'ou can\'ass \mm 
communit\' leaders to discover cam 1 
inunity tastes. Whose taste? And, tk\ 
what nioment? If you consult vv 
the leaders of \our commmll^l 
thcv' ll tell \ on not what the eop' 
munity wants, but what they, 3; 
leaders \vant. The leaders in yiUl 
community are ill-equipped to 
\'ise tele\'ision executives." 

She added that the FCC is ill] 
advised. "It is not the functrioii m 
broadcasting to shape society, t 
gi\ e answers. Of course broadcast 
ers can point the wa\', but socfelj 
must .shape itself. ' 

Taking exception to culture 'frj 
culture's sake, she said "since tirf 
vision is a mass mcdimn, it is wn\ 
nn'tted to reach a mass airdieflc 
Many persons are misinfonfl^l 
when tlrey assuiiie that eultujee' 
uplifting, that a sustaining progrsfi 
is of more substance than a spfllf 
sored one. I think that Sf 
e\ cuts are as nnrch a part of 
culture as art." 



GO 
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Will the real Miss Nilsson stand up? 





This i-I()\\ti {locMi'l look like the ri-al Clorhi NiKsoii. (r.) Stort-r 'I'flc^ isiim 
Sales rtTctiticiiist. Ixtt it is. Doiiiiiim a clovvii's fostiiiiu- jmtl visitiiii; %,n\- 
otis olHct's of STS t>t'rs()tmi'l is nn :iiiiiu;il Halloween ritsial for Iut 
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B^p I'tvu doubles space: \lt(^i\ rfii- 
iiild lias Icasi'd I.OOO sqii.ui' Ici't 
11 till' IStli floor of till* Union C]ar- 
pide Biiildiiin at 270 Park A^fiiiK' 
jt iTUi Slrrrt. l-'oniuK-tl in San 
rrtintisfo 10 \r.irs aiio, tlu' firm cs- 
|iblislu*d its lieadqiiarters in Xinv 
H)fk in UJoS. It will doiihli' its t)l- 
,etf sp.Ki- in tlu' new location, 
'resi'iit offices are at 60 Hast 56tli 
Ircvt. 

'» 

ftig D" station to STS: Spot TinK- 
ales has In i'ii si'lrctcd as national 
•prescMitati\ f hy K\'IL (AM 6c 
M), Dallas. Other stations naininu 
"W represcMitatixes include WBAZ, 
iiii^ston, N. V,, inoxiiiu o\ er to 
restigc Ucprescnlation Organi/.a- 
iHh efrecti\e 1 Deeemher. TlU) 
{*) takinn o\er the representation 
W FKV, I'rankfort, K\ Aver) - 
mkh\ uill add W JBC, Bloouiim^- 
rii. 111. to its list on 1 Deceinlier. 

li'storv competition: A $5(X) pri/e 
ill l)e awarded to t)ne radio and 
tv station, each producing the 
'St program dealing with state or 
(Cttl historx- during 196.3. Broadcast 
(iisic (BMP and the .\ineriean 
psin. for State and Local Ifistory 
e fd-sponsors of the competition, 
milar grants will l>e made to his- 
ry agencies imohed in the pid- 

mmR IS NOMAiiuR I'M.;? 



duet ion of u iimini; broadcasts, 
applications can he obtained from 
the \iiii*rieaii Assn, lor State and 
Local IIistoi\, 151 ICast (^orhain 
St.. Madison 3, Wis., or from BM L 
")S«) Fifth A\e., Xeu York 17, 



NEWSMAKERS 

Boh Piuc i to sales manager of 
kC-BS, San I'raneisco. succeed inu 
k'l A Siu \no\, u ho returned to the 
('Ineaiio office of Cf^S Badio Spot 
Sales. Price u as \\ ith the S. F. office 
of CBS T\' Stations National Sales. 

.\liu lu J. D()i (.iii:inT to mana- 
Uer of (Iraut Webb (N Co s San 
f'lanciseo office, sneceediiig C.iu;c. 
\f \( \i 1 1 . ufio has been promoted 
to the firm's .New York office as 
\ ice president in charue of all 
Webb branch offices. Dounlierty 
has been u ith Office 0\ erloads 
\Uenc\ . 

W M i l H J f*' \nni I.I to aeeoimt 
e\eciiti\ (• for IMair Telex ision, BTA 
Division, ('fiiea go. 

IU)iu HI J. P. Ki/.m to senior \ ice 
presicfeiit of A\ er\ -Kuocfef. John 
S. SrKu vHi and ^^ Bohhii Iv \i - 
riiOM to \ ice presidents 

CriiM.i) i'l i-MU H to sales promo- 
tion inauat:er for A B(' T\' Spot 
Sales, lie was with WCHS-T\'. New 
York ill a similar eap.icit\ . 

C\ nil. \\ \<.\in to direc tor. Cen- 
tral Sales, for NfiC, 
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1^ vrFy inc"P**'^ •« 

wf!f t» Wheeling 
SOUTHERN C V 
T t c » y u H c t- I 

r n 1 rem^m y if ^ 
De n 1, BcHv ' 

Wheeling ' 

A BACHELOR 14 o V 
ho. g o «h Ic cl c» ' 

wtf#-tv Whcfelmg 
DISAPPROVED' The )e t t « h 
ond the co^^^el O 3 - 1 ^fK' r 

CI the e ^ f n . > if 
I The ?hcf on >«h f cfcd I i p*^ i ip 

vi,hOt p«'Ple « V I m ) V. > h» th f Iv 

Wheelmq wfrt-tv 
DATA PROVED the I the p ych otr t «,h 
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THE SEVEN O'CLOCK HABIT 

^licn^hui Will Travel" 

MONDAY 

7 to 7:30 P.M. 

"The Rebel" 

TUESDAY 

7 to 7:30 P.M. 

'Cheyenne" 

THURSDAY 

7 to 8 P.M, 

I ee M.ir\ in Presents. 

"Lawbreaker" 
FRIDAY 
7 to 7:30 P.M. 

"Sea Hunt" 

SATURDAY 
7 to 7:.30 P.M. 

yon uvsT .mi.m tk 

KKSKK VAT IONS 

rO.NTACT: 

Adam Young Inc 

W'otiJcrjul S loThLi 7 I /«' \ IM > 
ORLANDO. FLORIDA 
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Need a direct line to your audience? 



The nearest thing to a direct hne to your television audience is an ARB Overnight Survey . . . audi- 
ence estimates the very next day on any U. S. television market. This economical survey method g^ives; 
the quick and useful research information you need on short notice — registering the effects of new 
competitive programming, revealing differences after facility improvements and providing an up-tQ" 
the-minute sales and management aid for new shows. 



If you can't afford delays and if you can't bypass sales oppor- 
tunities, then you can afford ARB Overnight Surveys. When you 
face a decision requiring immediate audience estimates, join the 
growing number of other broadcasters, agencies and advertisers 
who regularly rely on the speed and reliability of ARB Overnight 
Surveys. 
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WASHINGTON WEEK 



News from i>iilloir>i 
i.'ipit.il of spft iai 
iiitcrf\t to aflmfn 
IS \n% .-fiihcr lOr.,1 



In the final hours of recent hearings on legislation to bpr the FCC 

from inflicting commercials rulemaking on broadcasters . former FCC 
Chairman John Doerf er urged congressmen to "Act now ! " on the bill. 

Doerf er feels it would be a tactical error to delay, as requested by 
FCC Chairman E. William Henry, until after the commission holds its 9 Dec . 
oral hearing, and comes up with a proposal , pro or con, on limits . 

Henry held out the enticing prospect that if the FCC (heavi ly divided 
on just what kind of rules can bell the commercials cat ) decides the idea 
is unworkable , the subcommittee would be saved the trouble of putting the 
bill through all the legislative hoops. 

-^■^ Former FCC Chairman Doerf er seemed to think this a snare and a delu- 
s ion . 

Said he : "Don ' t delay. This is a pattern going way back. They have 
been encroaching constantly on broadcasters ' rights to conduct a free 
enterprise . 

Doerf er holds that broadcasters have a right to make mistakes . like 
any other industry, without a government agency immediately jumping in to 
manage it for them. As for the public interest aspect — Doerf er took the 
phrase over to the broadcaster side. 

The public has, indeed right to know the true situation, as the present 
FCC chairman says . Doerf er interprets this as the right to know that if the 
advertising-supported American system goes over to a government tax-based 
service , they ' d live with a BBC equivalent . Doerf er thinks if they had a 
chance to watch the BBC fare , the public would swiftly close ranks with the 
broadcasters to keep their system as is . 

Also on the last day of the hearing , was one of those heart-to-heart 

exchanges that seem to occur when Rep. Oren Harris , chairman of the 
House Commerce Committee , and NAB ' s president Collins meet on the Hill . 

Harris said his committee had "leaned over backward to let the indus- 
try regulate itself , but he is not sure they are taking on their full respon- 
sibility in such matters as ratings and commercials. The patience of the 
legislators "could run out , " eventually — but probably not now. 

Rather significantly, Harris said the continuing 20-year troubles 
between FCC and the industry can no longer be laid at the door of any part ic- 
ular member of the FCC personnel. 

Collins tactfully admitted industry ' s failings, but he claimed sub- 
stantial progress in the ratings cleanup, and in NAB' s bone-deep search 
for ways to make the NAB codes fit changing needs of the times. 

New Code Authority Director Howard Bell will have a pivotal role in 
jacking up the codes toward irreproachability . 

In one phase of his job. Bell will j oin NAB researchers in study of the 
raw data of the research on which Dr. Steiner ' s "People Look at TV" report 
was based. NAB would like to look at reverse side of "dissatisfaction" 
f inding, and use data for construct ive plan of improvement . 
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The FCC will ask itself some questions on Pay-tv and the public inter- 
est , with a special three-man committae of Cmnrs . Loevinger , chairmall. 
Cox and Lee, to do the soul-sear phing. 

For all the criticism by the commission of advertiser-supported free 
tv, the timing of the announced study of pay seems to indicate apprehension 
over any possible dislocating of the free system. 

The committee will scrutinize on-the-air trial pay tv operations it 
authorized in Hartford (WHCT) , where operation began in June 19j@2, and 
the Denver (KCTO) experiment, which never made it to the air, in spite of 
grants of a year and a half of extensions beyond its April 1962 target date. 

The ad hoc FCC group will also look into wired subscription services 
and the role of community antenna ( CATV) operations in pay tv. 
They will particularly study the burgeoning Subscription Television, 
Inc., and its sports-arena type of closed circuit fare planned for San 
Francisco and Los Angeles. The first day sell-out of the public stock offer- 
ing by the company may have been a jolt to the commission as well as to 
broadcasters. 

They may find uncomfortable irony in the fact that tlie prospectiy^ 
subscription giant on closed circuit is headed by Sylvester (Pat) Weaver, 
whose creative talent Once belonged exclusively to free television. 

The FCC committee , before it reports to the full Commission, yill 
have to look well beyond the present to: evaluate i'uture impact of pay 
tv on free. 

It will have to assay not only what aired pay tv might mean, but what 
inroads the closed-circuit operations in major cities like San Francisco 
will make on aired programing. They may have to ascertain what legal 
steps could or should be taken if the wired programing seriously threatens 
the free. 



ReP' Oren Harris , chairman of the FCC ' S parent House Commerce Com- 
mittee , has increasingly issued dire warnings against Pay-tv. 
At recent hearings on the Rogers' bill to bar FCC's commercials rule- 
making, he again regretted that the agency had authorized limited on-air 
trials for subscription tv, over his substantial protests. 

Harris sees a chain reaction in the present industry-FCC standoff. 
He warned industry again that failure to maintain and to lift present stand- 
ards of ratings, commercials and programing will open the doOr to pay tv» 
He foresees that if industry fails to regulate itself, the FCC will b:e 
provoked into piling rules on rules in its Own crusade to Operate! in the 
public interest. The result: broadcasters confused, programing suffer- 
ing, with pay tv eager to lure the public into new and costlier entertain- 
ment pastures. 

He will watch closely the FCC's test of the pay-tv drift. 
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YEAR - R O U W D good Mvlng, good business 



land of 





We have seasons, but they are relatively 
mild, without the harsh extremes that often 
disrupt business elsewhere. This means year- 
round high-level spending, with a diversi- 
fied economy, as a center for government, 



business, recreation, education, and indus- 
try. Few stations, we are told, dominate 
their markets as we do in WCTV-land, but 
you probably have your own figures to 
prove this! 



WCTV 



rAlUHASSEE 



THOMASVIllE 



BI_Ain TCUEVISIOM 



If you would like to buy radio and^or television announcements in Pes Mointi 
on participating programs hosted by personalities who have been at a statinn Ior| 

enough to strongly establish themselves who have exposure on both radii 

and TV so they're far better known than air people at any other stations 
who serve their audiences by giving important information on community 



>fc ^ ^ 

service projects who are recognized by these same audiences as rail 

friendly, pleasant people with families that they'd welcome as neighbors 
and who know the professional way to do polite and persuasive si 



for you***** buy KRNT RADIO and KRNT-TV, Channel 8. 



•)(■ We have 2 Twenty Year Club air people. On KRNT Radio — 7 who have been with us 15 of ear 
28 years. On KRNT-TV — 8 who have been here since we went on the air 8 years ago. You need sUfh 
stability to build audience loyalty to the stations, personalities and to the products they repreMtttfe 

Inter-media Motivation Factor. Whereas most operations keep Radio and Television sgparati^d, tur 
embrace each other. In our opinion, both media and personalities and sponsors are far better 
for it. 

"X" "X" All our personalities read the cards and letters about church chili suppers and women's club rummag 
sales and teen-age car washes and men's charity shows and a thousand other small-but-so-irffpatta 
efforts by friends in our community. These folks know we will help them publicize it. We're kind #1 
gentle people in this phase of our operation. 

•)(■•)(■•)(■-)(■ Central Surveys, 1962. "Which radio and/or television personalities would you like to have aSs fie# 
door neighbors?" KRNT personalities were an overwhelming choice, 

-)(■•)(■•)(■•)(■•)(■ Both KRNT Radio and KRNT-TV do more local business than any other station in the market. Bf Hi 
the greatest number of these advertisements are done "live" by our personalities. They haw tfej^ 
experience — the "know-how" to make folks "go-now" and buy now. 

KRNT and KRNT-TV 

DES MOINES 

An Operation of Cowles Magazines and Broadcasting, Inc. 
Represented by The Katz Agency, Inc. 



